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FOR "V-DAY" 


Roush Proofs 


Visitors returning to Boston for 
the AFA convention found most of | 
the old landmarks in their usual | 
places, except that Bill Cunningham | 
had moved his pillar from Post. 


The Birthday of a New World 
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Washington insiders are hinting Sn Sea eae KSenekrtemutes 
that the investigation of newspaper- sobre 8 
owned radio has some connection - 
with the almost total lack of ierdeieteabemnaaeaae -e 
enthusiasm for the national admin- cote. ons ‘eng gino pa 
istration on the part of the dailies. sin tocneinaepenae ae 
Elephants and _ politicians never | _— 
forget. 


THE BAKERS AND MILLERS OF AMERICA 
7 F v 
Sparton now has a musical horn | tg 
which will play tunes for adver- | ‘ad 
tisers. Of course, it’s hoped that > 
melody-minded pedestrians won't 
be enthralled to the point of immo- 
bility. 


This full-page advertisement was run in 
all four Washington, D. C., dailies by the 
Wheat Foundation, with the Bakers and 
Millers of America as signatories for 
vitamin-enriched flour's "V-Day" May 27. 
Bakers and millers throughout the coun- 
try were urged to publish the same 
notice locally as a nationwide spread. 
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An ADVERTISING AGE editorial 
writer is urging advertising agencies 
to create more new accounts, and 
new business experts admit that’s 
what they’ve been telling them 
down at the office. 


7 © 


Georgia peach growers are plan- | Inject Vitamins 


ning their most extensive advertis- | 
ing campaign for the coming season, 


s 
anal ani trends nove ee «| Init National 
specimens from Peachtree street. 
Defense Program 


Cosmetic manufacturers, the | 
FTC reports, spend 21 cents of each | Wheat F oun d P } on 
Advertising 


ie: 


sales dollar for advertising. No 
wonder the boys have been so O pens 


Drive 


| 
enthusiastically promoting the idea | 
that if you save the surface you | 
save all. 
, | & 
Even if all those advertising con- 
ventions didn’t succeed in solving 


Washington, D. C., May 27.—Vita- 
mins were Officially inducted 
the charmed circle of defense ma- 


our national problems, they at terials here this week when 900 
least made a start in solving those delegates representing government, 
of the hotels and transportation | mdustry, education and science 
companies. gathered for the National Nutrition 

eee | Conference for Defense, called by | 


, ' ; , .. | President Roosevelt to plan a na- 
- alt br od yer lay anges | tional nutrition program. 
we oe onywo . = © _e The conference sought to remove 
better than an even bet that the S 


hief troubl ker ill t t nutrition from its academic ob- 
enier trouble maker will turn Out! scurity and make it a thoroughly 
to be Donald Duck. 


practical consideration for every 
a ae 


person in the country — producers, 

If the lads and lassies at the | processors, marketers, consumers 
Disney cartoon factory actually go | and nutritionists alike. The aim is 
out on strike, they will have ready | to make the entire nation vitamin 
to hand an ideal theme song: Hi ho,/Conscious and improve the eating 
hi ho, it’s off from work we go. habits of the 40 per cent of the 
population who are under-nour- 
| ished. 

Somebody should suggest to the| Millers and bakers, who are co- 
advertising manager for Bisodol | operating with the Federal program 
that he concentrate his local adver-|phy marketing vitamin - enriched 
using in the spots where conven-| flour and bread, aided by proclaim- 
lioneers are concentrating on wine,|jing “V-Day” coincident with the 
women and song, with the accent} conference. Under the sponsorship 
m the first syllable. of the Wheat Foundation, all four 

v,vwe? | Washington newspapers carried 

Nash hints to doctors that the | full-page advertisements yesterday 
emergency bed concealed in the rear | explaining the role of vitamins in 
eat might prove handy some time, the defense program. The copy was 
ut of course it’s supposed to be distributed nationally 
used officially only when the race | pected to be reprinted widely by 
vith the stork has been lost. | local millers and bakers. 

Also coincident with the confer- 
i: ;ence was announcement by W. B. 
The nutrition experts of the | Miller, acting administrator of the 
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American Meat Institute are striv- (Continued on Page 33) 
ng hard to prove in technical lan- | 
Suage that eating beef, pork and | 
amb won’t make you fat, but all 


DIRECTORY OF FEATURES 


ney really have to do is to call for | Ad-libbing 12 
he case history of John H. Spratt. | Basic Business Index 32 
Business Digest 20 

= = Editorials 12 

Just when everybody was all set | Getting Personal 26 

’ enjoy a nice, long summer, along | Information for Advertisers 12 
ome those killjoy advertisers with | Obituaries -. 33 
lire reminders of the rapid approach | Photographic Review 35 
~ the hay fever season. | Rough Proofs I 
‘ | Test Campaigns 33 

Copy CUB. | Voice of the Advertiser 16 
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| affected, the linage of eight leading 
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into | 
| Dr. Hovde 


| proaching, 


and is ex-| 


Urges Industry to 
Retool, Retrain for 


Greater Efficiency — . 
Lithographers Warned) Broadening Mass 


Look to Future Markets Markel Hailed 
White Sulphur Springs, W. Va., by Rubicam 


May 29.—American industry should 

retool and retrain now for greater 
Bright Spot on Horizon, 
Agency Chief Tells AFA 


marketing and advertising efficiency 

when Uncle Sam no longer domi- 

nates the nation’s purchasing, Dr. 

Howard T. Hovde, president of the Dele ates 
American Marketing Association, g 
insisted today before the Lithogra- 
phers National Association. 

Dr. Hovde, addressing one of the! 
unnual convention sessions of the 
lithographers at The Greenbrier, 
declared that spade-work done now 
along these lines “will you 
well against the time that the one- 
customer governmental buying no 
longer dominates our system, and 
when the world may return to a 
democracy of distribution where we 
can meet on common ground with- 
out dictatorial intervention.” 

In England during the first 20 
months of World War II, the 
speaker said, advertising suffered 
from many handicaps and in Can- | 
ada, which has not been so seriously 


Boston, May 28.—Despite the dis- 
locations that must inevitably ac- 
company an all-out defense effort, 
the rapidly broadening base of 
America’s mass market was singled 
ut here today as one of the bright 
spots on the marketing horizon by 
Raymond Rubicam, chairman of the 
board, Young & Rubicam, who pre- 
sented the AFA’s closing general 
j session with an encouraging picture 
of the future. 

Last year more than 500,000 fam- 
| ilies moved out of the $1,000 a year 
income into higher brackets, 
he pointed out, and expectations are 
that by the end of 1941 there will 


serve 


class 


comes ranging between $1,000 and 
$2,000 a year. Most of the present 
tax proposals will not affect incomes 
much below $2,500 or $2,000. 

“It does not take much imagina- 
tion to see in these figures an 
|important opportunity for advertis- 


ling,” he declared. 
news- | 5 : 


magazines is off 10 per cent. The 
advertising index in the United 
States has hovered around 85 per 
cent of normal and although farm 
papers are currently down, outdoor 
advertising has broken through to 
level this year and | 
papers and magazines are around | 
80. In a wartime economy, which 
said we are fast ap- 
priorities and rationing | new 
may temporarily at least take the | educate. 


Mushrooming Market 


“Here are millions of potential 
customers for advertising to 
Millions of families who 


place of advertising in our market- | will be able to afford more than the 


barest necessities of life for the first 


’ . | time in several years. 
Paper Shortages Few | : 


ing structure. 


“In this country, there should be| high taxes will hit all businesses. 
no paper shortage as abroad, ex- | And high taxes will hit 
cepting some types,” he continued.| power in the higher income levels. 
“Production facilities for advertis- | America can’t enter an all-out na- 
ing will not be commandeered and | tional defense effort without such 


excess production facilities may, |disrupting consequences. But against 
under some circumstances, be used; this dark side of the picture we 
to supply war materials. As abroad,| have the broad background of 


(Continued on Page 34) (Continued on Page 32) 


be 1,250,000 new families with in- | 


“Priorities will hit some businesses, 


buying | 


Last Minute News Flashes 


Foresee National Drive for Salvage Metals 

Washington. D. C., May 29.—-Test campaigns started in Richmond, Va., 
and Madison, Wis., to collect salvaged aluminum and steel scrap are 
expected to be the forerunner of a national drive by New York Mayor 
LaGuardia’s Office of Civilian Defense. Civilians are being asked to 
offer old aluminum pots, pans, kettles, vacuun and washing 
machine parts. Old Franklin automobiles, containing much aluminum, 
are sought. Present copy in the drive has been contributed by publishers 
for the Office of Production Management. The projected national drive 
will be launched if test results warrant, and will be directed by LaGuar- 
dia’s OCD instead of the OPM 


NBC, CBS Move to Dispose of Talent Groups 


New York, May 29.—Following official confirmation today by Columbia 
Broadcasting System of the impending sale of Columbia Artists, Inc., 
to Music Corporation of America, National Broadcasing Company an- 
nounced that negotiations are under way for the sale of its program 
talent sales division. Disposition of the talent management organiza- 
tions is said to be in line with the FCC’s recent monopoly report on the 
two networks’ extraneous activities. 


cleaners 


Eureka Launches Special June Campaign 

Detroit, May 29.—The Eureka Vacuum Cleaner Company has started 
a special June promotion, supported by a strong advertising campaign 
on a local cooperative basis, which includes combination deals of a 
Junior hand cleaner or a set of deluxe attachments with any of the 
regular Eureka floor models. Unique feature of the drive is provision of 
dealers with specials on top-quality, first-line merchandise. All prod- 
ucts offered are new 1941 Eureka cleaners. 


AFA Pledges Full Aid to 
Surging National Defense 


| Borton Named Chair- 
| 
| 


man, Welch President, 
at Boston Parley 


| Boston, May 28.—With advertis- 
|ing’s part in the defense program 
as the 1941 keynote, the Advertising 
| Federation of America in convention 
|today adopted resolutions reaffirm- 
ling its determination to do every- 
thing possible for national defense, 
outlining the service which adver- 
| tising can render to democracy, and 
|welcoming “the rapid growth of 
|consumer education.” 

| Six directors elected for three- 
year terms to replace an equivalent 
number whose terms expired were: 
Fred O. Bohen, president, Meredith 
|Publishing Company, Des Moines, 
re-elected; James A. Welch, vice- 
president, Crowell-Collier Publish- 
ing Company, succeeding Mason 
Britton, vice-chairman, McGraw- 
Hill Publishing Company; Joseph 
Snyder, vice-president and general 
manager, Dallas Journal, to suc- 
iceed Ted Dealey, president, Dallas 


News; John H. Platt, advertising 
director, Kraft Cheese Company, 
Chicago, to succeed J. Kenneth 


Laird, Young & Rubicam, Chicago; 
| Elon Borton, advertising manager, 
|LaSalle Extension University, Chi- 
cago, to succeed Philip C. Hander- 
|son, advertising and ssies promotion 
manager, Ferguson-Sherman Mfg. 
Company, Dearborn, Mich.; and 
Mercedes Hurst, Commonwealth 
Edison Company, Chicago, to suc- 
ceed Mrs. Erma Perham Proetz, 
vice-president, Gardner Advertising 
Company, St. Louis. 


Borton Named Chairman 


At the meeting of the new board 
|of directors immediately following 
the close of the convention, Mr. 
Borton, retiring president, was 
chosen chairman of the board, and 
Mr. Welch was named president. 
| Vice-presidents chosen to repre- 
| sent the Council on Advertising 
iClubs and the Council of Women’s 
| Advertising Clubs were Ray Max- 
well, advertising manager, Missouri 
Pacific Lines, St. Louis, and Miss 
Hurst, both re-elected; Tom Nokes, 
Poster Advertising Company, 
| Johnstown, Pa.; and Forbes Mackay, 


| Southern Agriculturist, Birming- 
lham, Ala. 
The resolution reaffirming the 


'AFA’s intention of rendering all 
|possible service to the defense ef- 
‘fort pointed out that the Federation 
has rendered good service to the 
selective service division through 
its defense committee, and stands 
ready to do more. It also welcomes 
“any opportunity for effective co- 
operation of the Federation with 
other advertising associations in 
serving the cause of national de- 
fense.” 


Termed Vital Instrument 


A key to the task presently con- 
fronting advertising was given in 
the resolution dealing with adver- 
tising’s service to democracy, which 
asserted that “now, more than ever, 
advertising is a vital instrument of 
free economy, keeping open the 
flow of products and ideas. 

“Far from encouraging the in- 
discriminate buying of consumer 
goods in a period of defense needs,” 
the resolution continued, “advertis- 
ing as practiced by individual pro- 
ducers and distributors, selectively 
guides consumer demand to those 
channels through which supplies 
can most adequately flow. While 
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thus helping to adjust our economy 
to meet emergency, advertising will 
serve to promote orderly marketing 
and to maintain vital distribution 
facilities.” 

Vigilant regard for the freedom 
of the press, the necessity for look- 
ing ahead to the job in store after 
the emergency has passed, and the 
opportunities for maintaining the 
morale of the people were also 
enumerated in the resolution. 


Urges Consumer Cooperation 


On the subject of consumer edu- 
cation the AFA had this to say: 

“The Advertising Federation of 
America welcomes the rapid growth 
of consumer education and urges 
advertising men and women to co- 
operate in the sensible objective of 
developing a wiser and more effi- 
cient body of consumer buyers. 

“Rising consumer _ intelligence 
makes advertising more useful in 
the distribution of goods and the 
raising of living standards, and en- 
courages the better type of adver- 
tising copy as_ disseminator of 
reliable information. 

“We commend the Federation’s 
program for informing consumers 
about the economic functions of ad- 
vertising and the part it plays in 


social progress, and ask that this | 
work be continued and _ strength- | 


ened.” 


Sounding a call for “fresh copy 
on democracy,” Grove Patterson, 
editor, Toledo Blade, held the large 
AFA banquet audience spellbound 
Monday night as he scored with a 
brilliant inspirational message that 
highlighted the unique opportunity 
facing advertising in preserving “the 
only way of life that gives value 
and dignity to man.” 

“typon the shoulders and upon the 
hearts of advertising men I lay a 
fair share of the burden, a fair part 
of the task, of educating the Ameri- 
can people to a new and vivid 
appreciation of the values of the 
democratic way of life,” he said. 
“If education is to be something 
more than a chassis for a white 
collar, let us use it in the greatest 
cause with which we are confronted. 
Yes, we need fresh copy on de- 
mocracy.” 

Mr. Patterson urged that adver- 
tising men apply the basic precepts 
of successful advertising—repeti- 
tion and continuity—to the task 
before them. He referred to his 
audience as people possessing “the 
rarest human combination of the 
realistic and the ideal.” 

Garrett Sounds Keynote 

He warned against the danger of 
permitting the “desire for peace” to 
overshadow the “desire for the 
| preservation of the open road to a 


free life.” 

In the keynote convention speech 
Paul Garrett, AFA chairman of the 
board, and vice-president of Gen- 
eral Motors Corporation, asserted 
that advertising’s role as an instru- 
ment of distribution will become 
increasingly complex as defense 
needs expand. 

“As defense production takes an 
increasingly greater share of na- 
tional effort, the new problems of 
industry will take a greater share 
of advertising thought,” he pre- 
dicted. “In this rapidly changing 
scene industry needs the guidance 
of advertising counsel sensitive to 
public attitudes. Advertising’s task 
of smoothing the way all along the 
channels of distribution between 
factory and market will become 
infinitely more intricate as defense 
requirements extend the area of 
dislocation. 

“Many familiar products, fa- 
miliar packages, accustomed buying 
nabits are likely to become dis- 
turbed. Advertising must lead 
the customer through this laby- 
rinth of change by careful and con- 
tinuous explanation of whys and 
wherefores. It is not inconvenience, 
but unexplained inconvenience that 
will break down customer good 
will.” 

Mr. Garrett issued a call to action 
on the part of advertising men to 


AFA'S "TOWN HALL MEETING" 


Participants in Monday's unusual “town 
right): Harford Powel, Defense Saving Staff, Treasury Department; Paul Garrett 
vice-president, General Motors, and chairman, AFA; Carl Conway, chairman 
Continental Can Company; George V. Denny, Jr., moderator; Hill Blackett, vice 
president, Blackett-Sample-Hummert; and Dr. George Gallup, vice-president 


Young & 


hall’ meeting at Boston were (left tc 


Rubicam. 


“establish in the public mind the 
tact that advertising basically is a 
vital part of our economy, equally 
important with designing, engineer- 
ing and production.” 

“Nothing is to be gained by ignor- 
ing the fact that advertising has 
been under attack,’ he remarked. 
“It has been labeled as uneconomic, 
misleading, wasteful. But is it too 
much to suggest that the case 
against advertising has largely been 
built up from. specific advertise- 
ments rather than from any con- 
sideration of the principle’ of 
advertising as an economic force. 
This cenfusion between advertise- 
ments and advertising has made it 
easy to prove a plausible case by 


citing poor or wasteful advertise- | 


ments to demonstrate that adver- 
tising is wrong. It is like condemn- 
ing water when a poor swimmer 
drowns. What ought to concern 
the public is that advertising pro- 
vides an instrument fundamental in 
the growth of the nation under the 
American formula.” 


Industry Also Involved 


Mr. Garrett pointed out that most 
of the questions asked about adver- 
tising today are really not questions 
that should be directed to the 
advertiser as such, for “they pertain 
in a more realistic sense to industry 
itself.” It has taken a defense 
emergency to impress upon people 
their own reliance upon industry, 
he added. 

“Its functions to some are becom- 
ing clear for the first time. The 
very qualities once criticized are 
now basic to. national 
strength. It is a matter of signifi- 
cance that industry again stands 
high in public esteem. It is impor- 
tant that industry so conduct itself 
as to hold that esteem steadfast.” 


seen as 


MacQueen Advanced 

Kenneth H. MacQueen, formerly 
in charge of the operations depart- 
ment of the agency’s’ Pontiac 
account, has been appointed head of 
the food department by MacManus, 
John & Adams, Inc., Detroit. He 
is a founder and director of La 
Choy Food Products, Inc. 


Golan Wines Appoints 

Golan Wines, Inc., Los Angeles, 
has appointed Brown & Thomas 
Advertising Corporation, New York, 
as advertising agent. Newspapers, 
magazines, radio and_ business 
papers will be used. 


‘} part of local clubs. 


Columbus Club 
Wins AFA Public 
Relations Award 


Boston, May 28.—The first AI A 
award for outstanding public re :- 
tions activity engaged in by a lo .! 
advertising club was presented 
the Advertising Club of Colum} 
O., in the division embracing ci! 
of 300,000 or more, and to 
Peoria Advertising and Selling C 
in the division embracing cit 
smaller than 300,000, at the clo 
general session of the AFA hx 
today. 

Second award in the big city cl 
went to the Advertising Women 
New York, while second award 
the smaller city group was won 
the Advertising Club of Jackso: 
ville, Fla. 

The awards, presented this ye; 
for the first time, will be an annu 
feature hereafter, designed to foste 
better public relations work on the 
Robert A. Wil 
lier, advertising manager of th 
Wabash Railway, St. Louis, w: 
chairman of the committee’ in 
charge and made the presentatio: 


Humphrey Apointed 
General Sales Manager 


Coy C. Humph- 
rey, assistant 
sales manager of 
Munsingwear, 
Ine, Minne- 
apolis, since 
1938, has been 
promoted to gen- 
eral sales man- 
ager. 

Prior to join- 
ing Munsing- 
wear, Mr. Hum- 
phrey was for 15 
years connected 
with Marshall 

'Field & Co. in 
both its Chicago and New Y 
sales offices. He succeeds E. C. W1})- 
son, who continues as vice-presi- 
dent and director of sales and n 
chandising. 


C. C. Humphrey 


Brown & Thomas Ups 3 


William A. Jensen, sales pr: 
tion director, Brown & Thomas 


vertising Corporation, New \ 
has been named assistant to ¢ 
president. Thomas F. Hughe 


search director, and Samuel D 
mer, account executive, have 
appointed vice-presidents. 
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ADVERTISING AGE 


| that power increased Journal 
circulation a quarter million this 
year — over a million in the past 


5 years. ladies Home JOURNAL 
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Motley Urges 
AFA Delegates 
fo Rebuild Faith 


Boston, May 28.—A. H. (Red) | 
Motley, vice-president of Crowell- | 
Collier Publishing Company, told | 
the magazine luncheon held here | 
yesterday in conjunction with the 
annual meeting of the AFA that the 
big task confronting advertising 
men now is to re-establish and re- 
plenish their own faith in the busi- 
ness they are in, its essential place 
in the social and economic struc- 
ture, and its contributions to the 
American way of life. 


In Real Revolution 

We are in a real revolution now, 
regardless of how little we may like 
the word, he said. Advertising can 
and must play a major part in shap- 
ing the new order, and yet it is not 
generally recognized as having any 
part at all. “We have failed to 
identify ourselves closely enough 
with the selling function, with the 
fact that mass production, upon 
which the defense effort depends, 


exists only because advertising let 
the news of new and better prod- 
ucts be spread quickly and eco- 
nomically. 

“When we come out of this fight, 
nothing going to survive that 
can’t justify itself from a_ social 
standpoint. Advertising can justify 
itself from that standpoint, and 
must do it,” he added. 


Lists Four Essentials 


1S 


Four things are essential for all 
advertising men, he said: 

1. Understand the function of 
advertising, which means not only 
to understand the business, but to 
understand it so thoroughly as to 


be able to translate a story about | 


what advertising does that will win 
acceptance from people outside the 
field. 

2. Believe in advertising. Know, 
without any doubt, that advertising 
is the equal of any profession—not 
from the standpoint of monetary 
gains but from the standpoint of 
service in a social and economic 
sense. 

3. Sell this understanding and 
this belief to advertising men, to 
business men, and to the public at 
large. 

4. Act up to advertising’s func- 
tion; that is, keep abreast of trends, 
learn to make advertising always 
more efficient and more useful, and 
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! 
therefore more valuable to the com- 
munity as a whole. 

Paul N. Swaffield, advertising 
|manager of Hood Rubber Company, 
who also spoke at the magazine 
luncheon, also emphasized the eco- 
nomic importance of 


|ing does not consist merely of plac- 
|ing an advertisement in a news- 
|paper or magazine or buying radio 
\time, but must be carefully co- 
|ordinated with the selling process 
all the way to the actual point of 
| sale. 

Frank Braucher, president, Peri- 
|odical Publishers Association, pre- 
|sided at the luncheon. 


Fenton io Ted Bates 


Mildred Fenton has joined the 
radio department of Ted Bates 
agency, New York, as director of 


daytime radio and assistant depart- 
ment head. She was formerly in 
the radio department of Blackett- 
Sample-Hummert, New York. 


Names Film Supervisors 
Dodge Division of Chrysler Cor- 
poration, Detroit, has just ap- 
pointed two film supervisors to 
direct movie and slide film activi- 
ties among dealers of their respec- 
tive regions. They are Russell J. 
Haynes, for the Chicago region, and 
Robert S. Kniffin, supervisor for 


| the Cincinnati region. 


What gives Pittsburgh high rank among the 


Nation’s defense centers? The same factor 


that makes it a Master 


Market: Payrolls! 


Payrolls from the world’s largest coal, steel, 
glass, tinplate, aluminum . . . and 11 other 
‘world’s largest’... industries. Reason enough 
for most advertisers to check 50,000-watt 
KDKA on each and every advertising schedule. 
It’s the most economical way they know to 
command a market of 6,000,000 people. 
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advertising, | 
|but stressed the fact that advertis- | 


Wasey & Co., New York; Mayor Tobin 
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AT FOREIGN LANGUAGE GROUP SESSION 


Among headliners at the New England Foreign Language Newspaper Association 
parley in Boston were (left to right) T. Norman Tveter, media director, Erwin, 


of Boston; and Edward Leason, president 


of the Advertising Club of Boston. 


Goodall Promotion 
Outlined at NAEA 
New England Meet 


Company Head Shares 
Spotlight with Savage, 
Bridges 


Boston, May 28.—Analysis of the 
merchandising policies which have 
lifted Goodall Company, Cincinnati, 
to a dominant position in an indus- 
try that is essentially production- 
|minded, stood out one of the 
| high spots of the advertising con- 
ference sponsored by the New 
|England Newspapers Advertising 
Executives Association in conjunc- 
tion with the AFA convention here 
ithis week. 
| Co-starred on the program with 
| Elmer Ward, Goodall president, was 
William C. Savage, national adver- 


as 


'tising manager, Cincinnati Post, 
| who discussed the relationship 
between newspapers and national 


|advertisers. United States Senator 
| Styles Bridges of New Hampshire 
|; was the guest speaker at an over- 


flow luncheon of the newspaper 
group. 
In contrast with the trials and 


tribulations of the textile industry 
in recent years, Mr. Ward told his 
listeners, Palm Beach fabrics have 
risen to top ranking as the result 
of streamlined promotion  tech- 
niques. Indicative of the prepara- 
tion that marks every 
planned by Goodall was the expen- 
diture this year of $74,000 for 
dealer mats alone, with an 
tional $44,000 going out for art 
work. Despite the fact that Good- 
all shares the cost of newspaper 
advertising with dealers on a 50-50 
basis, 783 out of the company’s 4,000 
dealers did not avail themselves of 
this promotional opportunity last 
year, Mr. Ward disclosed. Of those 


who did participate in the deal 980 | 


|retailers used between one and five 


|}ads and 402 between six and ten 
| ads. 
| Criticizes Lethargy 

The failure of many dealers to 


tie in with the program was attrib- 
uted by the Goodall chief, in part, 
|to the lethargy of newspapers in 


| Selling their local retailers on the 


| desirability of getting on the band- | 


wagon. Many newspapers have also 
/overlooked a golden opportunity for 
|additional linage, according to Mr. 
Ward, by not urging Palm Beach 


campaign | 


addi- | 


distributors to tie in with the wel!- 
publicized Goodall golf tournamen' 
|/now the nation’s number four lin! 
attraction. Instead of regarding t! 
publicity lavished on the tourn: 
'ment as a free-space grabbing ge 
'ture, in Mr. Ward’s opinion new 
|papers would do well to stress t! 


unique promotional opportuni! 
|available to Goodall dealers. 
Mr. Savage enumerated fo 


responsibilities of newspapers 
|national advertisers. These includ 
| quick, efficient service that mak: 
it easy to use the medium; empha 
on an adequate use of the mediu 
to get satisfactory results; provid 
ing the right kind of market info 
mation; and following through « 
merchandising to the point of sal 
Mr. Savage emphasized the “scien 
| tific approach” in advertising tha 
has been coming to the fore an 
pointed out that “agencies and thei: 


|clients will not be satisfied wit! 
anything less than the best servic: 
we can render.” 


Expect Accurate Data 

Among other things, he remarked 
they expect data on newspapers 
‘and the market they serve to be 
“accurate in statement and reliable 
in conclusion.”” Frequency = and 
volume discounts should inspire lots 
of serious thinking on the part of 
newspaper publishers today, M1! 
Savage declared. Action is needed 
he added, “or else the future growt! 
{of national newspaper linage wil! 
not be as rapid as it should be, no 
will newspapers get the share of the 
advertisers’ dollars that our mediun 
justly deserves.” 

Bridges Keen Analyst 

An optimistic appraisal of adve: 
tising’s future cheered AFA 
ventioneers when Sen. Bridges told 
the newspaper luncheon meetin 
that American business men poss¢ 
\“forethought enough to adverti 
their goods during the emergen 
so that at the end the consum« 
will still be conscious of peculi 
qualities and prices and will resun 
purchases.” 

Senator Bridges showed himse'! 
to be not only a keen analyst 0! 
international events but an inform: 
observer of merchandising practic: 
and trends as well. He dovetailed 
very effectively the current 
with the history of distribut 
and projected his findings into t 
future. Although admitting that 
is a little early to tell exactly w 
may be the effects of the inter 
|tional situation and the defer 
program on advertising, the sena' 
pointed out that in Canada, wh 
the war effort has been in progr: 
since the fall of 1939, there 
been an actual increase in nev 
| paper linage. 
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' I. is a well-thrown horseshoe. It can 


< 
win—and often does. 


ut a slightly different twist of the 
wrist would have changed that 
“good” shoe into this unbeatable 
ringer. 


0... an equally slight— but 
equally important—change in an 
advertising approach can turn a 
fairly successful product into an un- 
beatable leader. 


Young & Rubicam, Ine., aovertisine 


NEW YORK* CHICAGO + DETROIT+> SAN FRANCISCO + HOLLYWOOD - MONTREAL « TORONTO 
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U. 5. Charges 
Plot fo Keep 
Up Bread Prices 


Washington, D. C., May 28. 
Three national food chains and two 
public relations firms were indicted 
by a grand jury here today, charged 
with conspiracy to maintain bread 
prices at a higher level than in sur- 
rounding states The action was 
brought by the Department of Jus- 
a series of indictments 
obtained by the Anti-Trust Divi- 
sion following an investigation of 
restraints in the distribution and 
sale of food products. 

Chains named were Great At- 
lantic & Pacific Tea Company, Sani- 
tary Grocery Company, American 
Stores Company and its affiliate, 
Acme Markets. Carl Byoir & Asso- 
ciates, its affiliated business organ- 
izations, and Chester M. Wright & 
Associates, were the publicity con- 
cerns indicted. Other defendants 
include two local bakery unions and 
12 individuals connected with the 
corporations. 

The chains involved operate 196 


tice as one of 


retail stores in the District of Co-| 
lumbia, those owned by Sanitary 
using the name “Safeway.” They 
handle a combined annual bread 
business of $1,600,000. They are 
charged with collusively establish- 
ing D. C. bread prices since 1938 
at a rate higher than in Maryland, 
Virginia and Delaware. 

It is also charged that the con- 
spiracy prevented A&P from mar- 
keting its lower-priced Marvel 
brand in D. C., although it is gener- 
ally sold in surrounding territories. 
The unions and officers are alleged 
to have policed the price structure, 
and have reported violations and 
refused deliveries to price-cutters. 


Socony-Vacuum Signs 


FM Contract for Programs 
New York, May 28.—Expansion 
of interest in frequency modulation 
broadcasting was indicated this 
week when Socony-Vacuum Com- 
pany signed a contract with Ameri- 
can Network, Inc., for the first | 
commercial FM network program. 
According to Jack Latham, of the 
American Network, the contract is 
also the first FM agreement for 
broadcasts seven days weekly, the 
first FM commercial contract in 
New England, and the first FM 
commercial for news broadcasting. 
J. Stirling Getchell directs the So- 
cony-Vacuum account. 


National Defense 
Committee of AFA 
Plots Busy Future 


Boston, May 28.—The mobiliza- 
tion of advertising talents in behalf 
of the defense effort is moving 
ahead rapidly, it was disclosed here 
today when the National Defense 
Committee of the AFA met to 
work to date and to 
discuss plans for the future. Col. 
Gilbert T. Hodges, New York Sun, 
presided as chairman of the group. 

Working closely with Major 
Ernest M. Culligan, army public 
relations officer stationed at Wash- 
ington, the AFA committee has 
already turned out a poster dra- 
matizing the vital role of selective 
service in America’s defense pro- 
gram. Wide distribution will be 
sought for the initial piece of pro- 


review its 


motion in behalf of selective serv- | 


ice. The slogan, “Selected for 
Service,” will be utilized for sub- 
sequent posters, which will stress 


the importance of skilled workers 
and farmers in the defense effort, 
as well as soldiers. The coopera- 
tion of the Society of Illustrators 
and Artists Guild has been enlisted 
by the AFA committee. Leslie 
Ragan designed the first poster. 


Take Wichita for example, out there things are booming. 

that, 
Wichita manufacturers have soared past the 93 million dollar mark 
more contracts coming in all the time. 


income approximated 82 million. 


Now, in) addition to 


Last year total earned 


defense contracts for 


and there are 


That means that the average family will have even more to spend on the products 
you have to sell. That means that a dollar invested on KEEL now has the possibilities 
of returning twice as much in sales as it formerly did. 


No doubt that is why KEEL time is practically all sold 
more and more smart time buyers have learned that KIEL can sell Wichita and the 


major part of Kansas 
tion for Kansas. 


they've found that, Dollar for Dollar 
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Map Shews Coverage to the .1MV/M Line 


« 5000 DAY + 5000 NIGHT READY SOON - 


we re running 90°, for 


K EH. is the selling sta- 


That Selling Station for Kansas! 


L.WICHITA 


j OK EAH OMA {J the Only Full Time CBS Outlet for Kansas 


CALL ANY EDWARD PETRY OFFICE 


WELL, | SWAN, WHAT A LUXY BREAK! 


The Advertising Age photographer happened to cross paths with this happy 


band at Boston. 


Seated: E. M. Covington, This Week; Frank Minehan, Lever 


Bros.; Don Robertson, Capper Publications; Frank Lalley, This Week; Homer 

Clark, Lever; Evans Hessey, This Week. Standing: Walter Blanchfield, This Week; 

and John Kelleher, James Houlihan, Gardner Barker 2nd, and George Chatfield 
all of Lever Bros. 


ABC Issues ‘True 
Story’ Audits 
on Circulation 


Chicago, May 28.—The Audit Bu- 
reau of Circulations today issued 
audit reports covering the circula- 
tion of True Story for the calendar 
year 1940, showing an average net 
paid circulation of 1,965,521. This 
represents a reduction in the aver- 
age reported by the publisher of 
76,697, and a total of 34,497 less 
than the 2,000,000 guarantee of the 
publication. The reduction in the 
circulation shown in the publisher's 
statements is 3.8 per cent, bringing 
the audited figure to 1.7 per cent 
below the guarantee. 

The audit was of general interest 
because of the announcement made 


by O. J. Elder, president of Macfad-: 


den Publications, Ine., April 5, 
shortly after the retirement of Ber- 
narr Macfadden and the installation 
of a new management, calling atten- 
tion to an investigation by the ABC 
of unsold copies reported by whole- 
salers in net sales figures. 

“If it is found upon further in- 
vestigation,” Mr. Elder assured ad- 


' vertisers and agencies, “that any un- 


sold copies have been permitted to 
find their way into the net paid 
circulation of any Macfadden pub- 
lication, as reported by the ABC, a 
full and immediate adjustment will 
be made to every advertiser af- 
fected.” 


Bonus Offers Dropped 


It was explained that in 1940, 
under the previous management, 
bonus offers were made to whole- 
salers which would have made it 
profitable for them to withhold un- 
sold copies and report them as 
newsstand sales. A new circulation 
management was instituted by the 
company when Mr. Elder became 
president, and he announced that all 
bonus offers and dealer contests had 
been immediately discontinued. 

Indicating the extent of the 
shrinkage in newsstand sales figures 
resulting from the ABC investiga- 
tion of wholesalers’ records, the 
monthly deductions shown in the 
audit report are as follows: January, 
15,354; February, 75,227; March, 19,- 
367; April, none; May, 57,218; June, 
92,655; July, 44,861; August, 66,950; 
September, 89,467; October, 101,879; 
November, 133,226; December, 210,- 
aii. 

At the same time the ABC issued 
an audit report covering the circula- 
tion of Liberty for 1940, and show- 
ing a reduction of 21,185 in the aver- 
age net paid circulation, which the 
audit figure places at 2,514,920 for 
the year. The average reduction 


through shrinkage in wholesalers’ 
figures was 18,147. Only thirteen 
issues were affected by these 


changes, the reductions ranging 
from a minimum of 39,044 for May 
25 to a maximum of 88,156 for 
May 11. 

The audit report on the Canadian 
edition of Liberty showed a reduc- 
tion from the publisher's statement 


'cember 7 


‘of an average of 1,947 copies, t 


shrinkage in the figures on new 
stand sales affecting fourteen issu 
and ranging from 3,760 for the D 
issue to 12,502 for t 
issue of June 1. 

The reduction in the Liber 
circulation figure leaves the audit 
circulation well above the guarant 
of 2,400,000. Rebates based on t)« 
2,000,000 guarantee of True Sto 
are now being figured, and chec 
will be forwarded within the ne 
30 days or sooner, Mr. Elder has a 
vised advertisers. These rebat: 
totaling between $60,000 and $7 
000, will be paid in full, without | 
to agencies of commissions on t! 


| original billing. 


Women Consumers 


Admit Dependency 


on Advertising 


Boston, May 28.—The dependenc 
of American women on advertisin 
was frankly acknowledged at th 
AFA consumer luncheon this wee 
by Edith A. Bruckner, president 
Illinois Federation of Women 
Clubs, who emphasized expands 
education in buying as the chie! 
objective of organized consumers 

Asserting that the feminine po; 
lation regards advertising as 
“friend,” Mrs. Bruckner insist 
however, that copy be “factual, | 
liable and attractive.” 

The Chicago clubwoman credited 
education through advertising med 
with the nutritional progress t 
has enabled more people to | 
today to be over 40 than 40 ye 
ago, when the average was only 
per cent. 

Food came in for further dis« 
sion at the luncheon when M 
I. Barber, formerly of the Kellogg 
Company, and now consultant 
the U. S. Army Quartermas't 
Corps, described the task of | 
ning meals for 1,000,000 sold 
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EXECUTIVES read The Wall Sur 
Journal at their desks—where | 
buy. 
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GF Grew from Nothing in 1930 
to Top Position in Seating Field 


This is a story of perfect collaboration. Its purpose : § 
is to spread the gospel of smart merchandising and 
advertising methods in a field of 9,000 important 
hotels and 30,000 top flight restaurants. They have 
succeeded before, and they will again. 

One who has rung the profit bell is the General 
Fireproofing Company, known all over the world 
prior to 1930 as a manufacturer of office equipment. 
Today they are leaders in still another field: hotel and 
restaurant seating. Their first 10,000 chairs started 
them on a program that has made market history. W. S. MILLER 
GF Ad Manager 


G F started to produce their present “seating” line 


(and it’s definitely a high priced, quality line) in 1930. The chairs are made 


oe 
puscsTe® : 
’ ore 


canmet® 
puso COPY Og eer? 
rt 


neo of aluminum. That made them light .. . but attractive and long wearing. 
ae = nag : A well organized promotion program was immediately instituted and has 
Ss on ere c ee continued almost without interruption ever since. The bulk of their promo 
eee 1 Fireproofing § rag their Pro” ypaign GP each P che 00d tion job has been in two Ahrens Publications, Hotel Management and Res 
y io recent GENES = ds the other welve past ee 9 st taurant Management. 
Here yoo" Managem* aor Even thoush goes on — to 25,500 toP —_ Their position in their particular field today is one to be envied. They are 
iestaurant Mane mporarilY —* form prom ati head and shoulders above all competition. W. S. Miller, Advertising Man- 
“ pai Fireproohine e - ager, spreads out the orchids in our direction, viz: 
th “There is no question in our minds that Hotel Management and Restaurant 
e Management have played a very important part in telling the story of Good- 
form Aluminum seating to hotel and restaurant owners. These two publica- 
1 tions have paid bigger advertising dividends than any others on our list.” 
vie Take a tip from General Fireproofing and concentrate your hotel and 
“ restaurant sales program in these top flight industry papers. If you have a 
marketing problem, let us take a look at it. Experience with successful 
te ; advertisers like General Fireproofing has given us an intimate knowledge 
of the hotel and restaurant sales angle from the inside. 


HOTEL and RESTAURANT MARKETS 
SHOWING STEADY INCREASES... 


These are the days when everyone seems to be talking about boom conditions 
- . . inflation . . . seller's market. We make no such claims for hotels and 
restaurants. 

These two huge industries naturally feel the impoct of more money on the 
consumer's pocket as of today. The Government Census of Hotels, for instance, 
shows that in the period of 1935 to 1939 the number of hotels actually de- 
creased 2.9%—while their soles were going up 19.6%. The April 1941 
Horwath & Horwath hotel index shows a 6% gain over last year. The Census 
shows a 28% increase in soles for restaurants in the four year period, while 
the monthly index for April shows an 11% increase. 

All of which means that hotels and restaurants are showing steady increases 
from notural causes . . . making them lucrative markets for consistent product 
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ENT ij 


he a 


re en a 
7 ier ty = 


AHRENS Publications 


7} VANDERBILT AVE., NEW YORK- - -333 N. MICHIGAN AVE., CHICAGO 
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Wallace Elected 
Head of Capitol 
Advertising Club 


Washington, D. C., May 28.—Freid 
Wallace, advertising manager, Gold- 
enberg Company, department store, 
was elected president today of the 
Advertising Club of Washington. 
He succeeds George B. Burrus, 
vice-president, Peoples Drug Stores. 

N. Ward Guthrie, president, 
Guthrie Lithograph Company, was 
named first vice-president, and 
Louis D. Krakow, advertising man- 
ager, District Grocery Stores, was 
re-elected second vice - president. 
Ernest S. Johnson, Lewis Adver- 
tising Agency, was chosen treasurer, 


| and Charles J. Columbua, re-elected 
secretary. Donald M._ Bernard, 
advertising director, Washington 
Post, and W. Richard Harvey, 
advertising manager, Palais Royal, 
department store, were re-elected 
directors, and Alvin Q. Ehrlich, 
vice-president Kal Advertising, 
Inc., was added to the directorate. 

The new officers will be installed 
June 11 at a luncheon meeting at 
which Eugene Meyer, publisher, 
Washington Post, will be guest of 
honor and chief speaker. 


Rhode Island Appoints 


The state of Rhode Island has 
appointed Bernstein & Co., Provi- 
dence, R. I., to handle a radio pro- 
gram promoting the state as a vaca- 
tion resort. 


Squabble at AFA 


Boston Session 


Boston, May 28.—The NAB con- 
vention and the current radio-FCC 
fracas were reviewed for the bene- 
| fit of advertisers and agencies at a 
special meeting of the department 
of broadcast advertising of the 
National Association of Broadcast- 
ers held here this morning in con- 
junction with the AFA convention. 
| Russell Place, NAB counsel, and 
‘Frank Pellegrin, director of the 
department of broadcast advertis- 
ing, recounted the occurrences of 
the recent hectic weeks in the 
industry, and outlined the possible 


effects of the FCC orders on broad- | 


cast advertising. 
| Must Improve Weak Spots 

Walter J. Neff, president, Neff- 
|Rogow, New York, told the group 


\that radio stations must do some- | 
|thing to improve the weak spots in | 


| their listening appeal, and declared 
I that intelligent programming, more 
| promotion of new programs on their 
own medium, and better program 


directed by Robert S. Peare, man- 
|ager of the publicity department of 
General Electric Company, and 
manager of broadcasting of WGY, 
Schenectady. 


parents well know). You 


life-size displays .. . but 


up on you, uses a very 


Many alert advertisers 


That's the way a child's tug on the heart- 


strings somehow loosens the purse-strings. 


their advertising pennies into big-time 
sales dollars through the 3,500,000 larger- 
than-average families influenced by Juve- 


nile Market Group magazines every 


That's Johnny . . . he’s typical. If his Mother is typical, 
too, she most certainly will “buy that kind.” 


There's a funny thing about families (as you indulgent 


can harden your heart against 


the lure of full-color advertisements, laboratory findings, 


Johnny or Janey sort of sneaks 


special brand of salesmanship 


and. before you know it, you've been sold a bill of goods. 


month. Advertising rates are a modest $2250 for a full page 


in four colors ...a rate per thousand of 65¢. 


If you sell to or-through children, consider carefully 


your primary juvenile medium, the Juvenile Market Group. 


* * 


WHO? WHERE? HOW MUCH? Ross Federal’s study of 


1600 JMG families answers all your questions about age, 


have converted 


family size, income, secondary readership, 
juvenile purchasing power, child influence 
on purchases, allowances, advertising re- 
sponsiveness, etc. Write today for your 
copy ... and decide for yourself how suc- 
cessfully the Juvenile Market Group fits 
into your marketing plans. 


* * 


Coen 


JUVENILE 


MARKET 


480 LEXINGTON AVE., 


_ NEW YORK CITY e CHICAGO OFFICE: 360 N. MICHIGAN AVE. 


/merchandising can do much to in- | 


crease the volume of all radio! 
listening. 
The departmental session was 


ew 


NEW TISSUE 


= aa x New 
’ Arrival 
4 


This brand-new “Luxury Texture’ Waldor: 
tissue, product of the Scott Paper Com 
pany, Chester, Pa., will be introduced 
to the public in July issues of natione 
magazines. The company is continuin« 
its use of babies in the new advertising 
campaign, a_ practice instituted las: 
year with success. 


Tags Advertised 
Brands As ‘Clark 


Gables’ of Stores 


New York, May 27. 
have been “glamorized’ 
papers, magazines and 


Because they 
’ in news- 
radio pro- 


| grams, nationally-advertised brands 


are the “Clark Gables” of the gro- 
cery store and distributors should 
display them to increase _ store 
traffic, The American Weekly told 
food executives at a trade meeting 
here today. 

Summarizing the findings of vari- 
ous research organizations, Lione] 
B. Moses, head of the trade exten- 
sion division, pointed out that “im- 
pulse buying” accounts for 24 per 
cent of grocery store sales. Grocery 
stores should take advantage of th« 
impulse initiated by national adver- 
tising and place the “pre-sold”’ mer- 


. chandise on view with display 
| pieces, he said. 

In a survey by A. C. Nielsen 
Company, which checked sales of 


‘four nationally - advertised brands, 


it was found that sales increased 
35 per cent in half the stores where 
displays were made, and went down 
26 per cent in the other half of 
the stores with no displays. 
Another Nielsen survey revealed 
that the grocer loses 38 out of every 
100 sales because the right sizes are 


/not in stock, and 52 out of every 


100 because he is out of the desired 
brand. It was also found that 


‘readership of grocery store adver- 


tising is highest among women in 
the income group of $2,000 and less, 
and that price differentials do not 
prevent these low-income groups 
from buying nationally-advertised 
brands. 


Pepsi-Cola to J-W-T 

Pepsi-Cola Company of Canada, 
Ltd., Montreal, has appointed J. 
Walter Thompson Company, Mon- 
treal, as its agency. 
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Ht IS A MAP that does away with “primary" 
and “secondary" areas of past coverage maps. It 
recognizes only one standard of coverage! When this 
is provided by a single Red Network Station the 
“station area" is shown in dark red. When a com- 
bination of Red Network Stations is required to pro- 
vide this standard coverage, the “composite area" is 
shown in a lighter shade of red. Sub-standard areas 
appear in white. 


County by County 


The importance of this map is readily recognized 
when one considers that it shows—county by county 
—where each Red Network Station is listened to, 
not just occasionally, but regularly enough to establish 
it as one of the three or four preferred stations on the 
listener’s dial. 

Now, for the first time, you can tell—county by 
county—where you can expect Red Network Sta- 
tions to deliver your program with an effectiveness 
directly comparable to the network's effectiveness in 
the cities where C.A.B. and Hooper ratings are made. 

Now, for the first time, you can tell—county by 
county—where you can best merchandise your pro- 
gram to dealers and distributors. 

The 1940 NBC All-County Census, on which these 
maps are based, shows that in the entire United 
States—the NBC Red Network is listened to most by 
more families than any other network both day and 
night—ample evidence that NBC Red is the network 
where advertising dollars are sure to find not only 
the highest standard of coverage, but the most re- 
sponsive audience as well. 

Copies of the new NBC Effective Coverage Area 
daytime and night-time maps are now available to ad- 
vertisers and their agencies. National Broadcasting 
Company, A Radio Corporation of America Service. 


NBC 


NETWORK 


THE NETWORK MOST PEOPLE LISTEN TO MOST 
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PUSH BUTTON 


T’S SECOND NATURE for most radio listeners in the 
New York area to push the button on their radio 
dials marked WEAF. They’ve been doing it for 
years. And no wonder! WEAF carries 7 of the 10 most 
popular programs on the air. What’s more, WEAF 
as the New York outlet of the NBC Red Network, car- 
ries the fullest schedule of popular features in the en- 


tire market—the programs most people listen to most! 


But there’s still another reason for WEAF’s ever- 
increasing popularity in the world’s richest and most 
concentrated market. Since last November, WEAF’s 
signal has been better-than-ever— because it comes 
to listening millions via the “salt water way.” You 
see, WEAF’s 50,000-watt transmitter is located at 
Port Washington, Long Island. The path from 


antenna to New York travels almost entirely over 


THE SALT WATER WAY TO THE WORLD’S RICHEST MARKET 
NEW YORK + 50,000 WATTS 


~ 


Long Island Sound—and there’s no better sounding 
board for radio than salt water. This makes it pos- 
sible for WEAF to lay down a signal of at least 25 
millivolts day and night in New York’s 5 boroughs 

vive all listeners in the New York area a reception 


from 2'6 to 10 times clearer than ever before! 


We could tell you, too, about listeners in Florida, 
Texas and Alaska, who praise WEAF’s reception in 
those scattered areas. But let’s forget about that. 
The main thing to remember is—WEAF dominates 
the world’s richest and most concentrated market. 
So if you want your sales message to enter the great- 
est number of homes — be sure to send it via WEAF’s 
“salt water way” into the world’s richest market. 
National Broadcasting Company — A Radio Corpo- 


ration of America Service. 


660 KC. 
KEY STATION OF 


THE NBC RED NETWORK 
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Public Utility 
Ad Group Names 
Al C. Joy Head 


Announces Winners of 
Better Copy Contest 
for Utilities 


Boston, May 27.—The Public 
Utilities Advertising Association 
climaxed a busy two-day meeting 
here in conjunction with the AFA, 
with the announcement this after- 
noon of the winners in the better 
copy contest and the election of of- 
ficers. 

Al C. Joy, Pacific Gas & Electric 
Company, San Francisco, was 
named president. Other | officers 
are: First vice-president, Clara H. 
Zillessen, Philadelphia Electric 
Company; second vice-president, 
Thomas H. Spain, Public Service 
Electric & Gas Company, Newark, 
N. J.; third vice-president, J. V. 
Macdonald, Boston Edison Com- 
pany; secretary, E. N. Hope, Caro- 
lina Light & Power Company; 
treasurer, Dale Remington, Wiscon- 
sin Public Service Corporation, 
Green Bay, re-elected. 


Copy Award Winners 


National 
announced 
chairman 


copy 
by 


award winners, 
Miss Zillessen 
of the committee, were: 
public relations newspaper adver- 
tising, Consolidated Edison Com- 
pany, New York City; electric load- 
building newspaper advertising, 
Indianapolis Power & Light Com- 
pany; electric merchandise newspa- 
per advertising, Consolidated Edi- 
son Company; gas load-building 
newspaper advertising, Public Serv- 
ice Company of Northern Illinois, 
Chicago; 

Gas merchandise newspaper ad- 
vertising, Dallas Gas Company; 
campaign for all utility companies, 
West Penn Power Company, Pitts- 
burgh, with a special citation to 
the Hartford Electric Light Com- 
pany; transportation newspaper 
advertising, Pittsburgh Railways 
Company; employe magazine, Phila- 
delphia Electric Company; employe 
newspaper, Cincinnati Gas & Elec- 
trie Company; bill enclosures, Con- 
necticut Light & Power Company, 
Waterbury; direct mail, residential, 
Nebraska Power Company, Omaha; 

Direct mail, industrial and com- 
mercial, Hartford Electric Light 
Company; special booklets, ete., 
Commonwealth Edison Company, 
Chicago; window or inside displays, 
Wisconsin-Michigan Power Com- 
pany, Appleton; outdoor advertis- 
ing, Southern California Edison 
Company, Los Angeles; radio ad- 
vertising, first, Consolidated Edison 
Company, New York; second, Lone 
Star Gas Company, Dallas; third, 
Louisiana Power & Light Company, 
New Orleans; annual reports, Flor- 
Power & Light Company, Mi- 


as 


anil. 


Talks on Labeling 
\t this morning’s session E. J. 
‘garty, director of sales applica- 
tion, Westinghouse Electric & Mfg. 


Company, told of his company’s 
experience with informative label- 
ir and H. Freeman Barnes, sales 
promotion manager of General 
Elctrie Company, described his 
Co!.pany’s departure from dignity 


ini) an area of readership two to 


thee times larger in the copy 
tho nes which, beginning in 1938, 


an to feature such people as the 


Bu bsnatcher family. 

r. Hegarty said that with 
6,010,000 women in organized con- 
Sulcer groups demanding informa- 
t labeling there was nothing to 
l and much to be gained by 
ting this demand, especially 

no appliance manufacturer 


anything to conceal related to 
design and production of any 
in his line. He pointed out that 
le are willing to pay for extra 
ie but want to know wherein 
value consists. It was out of 
e considerations that the West- 
house company decided to place 


SPEAKERS' TABLE AT AFA MONDAY LUNCHEON 


i 


The cameraman snapped this informal view of the speakers’ table at the Monday 
luncheon of the AFA in Boston, with both discussions and newspaper reading 
going on. 


completely informative labels on 


all its appliances, and such labels 
have been sealed on these appli- 
ances since the beginning of the 
j;year. The labels are in four pages 


of purely factual information, with 
no advertising or sales note in- 
cluded. 

Evaluating utility advertising, Mr. 
Barnes emphasized that what peo- 
ple think of big business gen- 
erally bad, and that this must be 
changed by consistent and _ intelli- 
gent advertising. He analyzed the 
process by which the objectives of 
advertising must be gained, and 
told of the step which finally led 
to the departure from dignified if 
attractive copy in order to get down 
to the effective brass tacks of bulb 
snatching, with the remarkable in- 
crease in attention value referred to 

He urged that the entire industry 
get behind some one simple 
dramatizing his point with two 
amusing stunts. A record was 
played indicating by the replies of 
a Mrs. Average to a questioner that 
the utilities are not liked, that gov- 
ernment intervention regarded 
with favor or indifference, and that 
there is no understanding of costs, 
taxes, service values or of anything 
else on the part of the average con- 
sumer. Then Mr. Barnes threw $5 
worth of nickels to the audience, all 
being of the Jefferson variety ex- 
cepting one 1913 buffalo-Indian coin, 
for the return of which he offered 
and presently paid $5 in cash. 


So Much for a Nickel 


This gave point to the Barnes 
idea of selling the public on the 
steadily and enormously increasing 
value which the utilities give 
the “good old American nickel,” re- 
minding his audience that every- 
body has a nickel and anybody is 
willing to spend a nickel. 

The report of the committee on 
utility advertising expenditures, 
analyzing returns from 52 compa- 
nies, showed that newspaper adver- 
tising accounts for 41.9 per cent of 
the average budget, other leading 
items including salaries, 9.1 per 
cent; mechanical costs, 8.3 per cent; 
exhibitions and fairs (with the New 
York and San Francisco exhibitions 
included) 8.5 per cent; posters and 


is 


idea, 


IS 


for 


outdoor, 6.3 per cent; direct mail, 
43 per cent; radio, 5.2 per cent; 


showroom and window displays, 4.3 
per cent; bill stuffers, 4.5 per cent. 


Tighten Unfair Trade Law 


An original order designed to 
eliminate unfair practices in the 
roofing and siding industry has been 
strengthened by the signing of an 
amendment by Ralph E. Ammon, 
head of the Wisconsin department 
of agriculture and markets. It for- 


bids such misrepresentations as 
“wholesale prices” or “at cost” 
when such is not the case; bans 
model home or “advertising job” 


schemes, and inducing the customer 
to sign a completion slip when in 
reality it is a promissory note. 


Promote Bleser Beer 


Residents of Sheboygan, Sheboy- 
gan Falls and Kohler, Wis., who 
can produce a supply of any three 
brands of Bleser beer on hand when 
visited by representatives of Bleser 


Brewing Company, Manitowoc, Wis.., | 


are rewarded with a duplicate sup- 
ply of the beer on hand. Repre- 
sentatives make the rounds Wednes- 
days of each week. 


Green Opens Studio 


Louis H. Green has opened an art 
studio at 516 Fifth ave., New York. 


Dairy Group Plans 
New Campaign to 
Start in Fall 


Ia.. May 27.—A 
advertising and 
promotion for dairy products, 
backed by a larger appropriation, 
will get under way next fall, E. S. 
Estel of Waterloo, la., secretary of 
the American Dairy Association, 
announced here this week. 

The present campaign, in which 
six states spent about $285,000 in 
eight months, ends June 30, 1941. 
States included in the initial venture 


Cedar 
new campaign 


Rapids, 
of 


were Iowa, Minnesota, Wisconsin, 
North Dakota, Washington = and 
Montana 


Estel said the group may promote 
a short seasonal campaign this sum- 
mer and then start on a new 12- 
month sales effort in September. A 
fund of at least $400,000 is assured, 
and if Illinois, Kansas, Michigan 
and South Dakota join the initial 
group—-which they are expected to 


do—an additional 
available. 
Increased dairy production this 
year in Iowa and in some of the 
other dairy states where a tax on 
dairy products is collected for ad- 
vertising and promotion, will swell 
the total collections, Estel predicted. 
Directors of the association are 
reported to be pleased with results 
of the national campaign. The Iowa 
dairy industry, which spent a part 
of the state tax in Iowa newspapers, 
proclaimed its results as splendid. 


$100,000 will be 


Joins Publisher Group 


Industrial Equipment News, New 


York, has become a member of 
National Business Papers Associa- 
tion, New York 


MAILING SERVICE 


Multigraphing — 


Filling-in 
Addressing 


Mimeographing 
THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
CHICAGO 


ONLY THEN YOU'LL SEE A 
LOWER COST THAN WTAM’S 
000073 CENTS ve FAMILY 


That's the minimum cost per radio family in the Cleveland 


Area. Check it. Divide the 15 minute daytime rate of each 


Cleveland Station by the number of radio families each claims 


in its Primary Area. 


is the minimum 


listeners. 


all week. First in coverage but lowest in cost. 


cost. 


WTAM's .000073 cents per family 


Check the Surveys, too, for actual 


WTAM leads again... all day ... all night... 


That's why 


smart buyers of local, spot and network time make WTAM 


their first 


choice. 


50,000 WATTS 


N 


NBC RED NETWORK 
OWNED AND OPERATED BY NBC 


B ' 
REPRESENTED NATIONALLY \°// BY SPOT SALES OFFICES 


— eS = 
_____ Eee Ee . | 
a ) 
. ¥ a 
ca oe; Oe ee _— | 
. &# ‘i : = Son # 1 gt ®., 
a ere 4 ve “ -* wi : 
H ; ~ ¢ 8 CP f 1 oe aA | 
~ 5 , - 4 ae — a a at ; 
' Ry a g ’ = Y ; 
} A a es tae ‘ ‘ . : 
ee eS | 
‘ _— 
| Aw a 
— 
pe 
ss | 
ae 
| Po ee 
gia, Sa ae se ‘ 
Y | Ry é A I ae ai | 
ee | 
yy 
\ 
) 4 3 q / 
a Pa f X 
> ¥, %, cal inert 
‘ , v * Vy —-s 
Bem sph \ a Vi es 
A \ ‘ MONG yi mw) qf’ 
AA RSA LEB 

A ve ai ALfe " wee \ | 

te - . ne SS . eal — 

\N a tl | 
ee 
ee 

ry _ es «=| 
a a es | 
OO ee ee | 
ee 
| i | 
PT ae 
A 
CLEVE 
‘ L >. 
Mesh my ite, Re A sa a eth pe teh eg i: ee ee aes Saemeee ede 
ai : —_ = i Dy a ae ai ; he = a Le i a? ; i a at. ote ; 4 FY 
| Soo VE Re Ue ee a ae CDE Ree Oe, eRe: ie | me ae ee Ee Mae oy ae oe, ” ech epaan te pt: 


Fiat. 


12 


June 2, 1941 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Reyistered in U. S. Patent Office 


Entire Contents Copyright, 1941, by Advertising Publications, Inc. 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, 


New York Office, 330 W. 42nd St. 


Washington Editorial Office, 1226 National Press Bldg. 


Publication Office, 100 E. Ohio St., Chicago 


INC. 


Tel. Del. 1337 
Tel. BRyant 9-6432 
Tel. REpublic 7659 


G. D. CRAIN, JR., President and Publisher 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary 


Editorial Department 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, 
A. P. MILLS, FRANK HICKS, JOHN B. MILLER, RALPH O. McGRAW, E. C. HALL, 


J. CORTADA and RAYMOND H. STOKES, Associate Editors 
Correspondents in All Principal Cities 


Advertising Department 
NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 


Murphy. 
SAN FRANCISCO: Simpson-Reilly, Ltd., 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. 


Russ Bldg., Walter S. Reilly, Manager. 


LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. 
ATLANTA: B. Frank Cook, Walton Building. 


MEMBER 


Audit Bureau of Circulations, Associated 


Business Papers, Inc., National Publishers 


Association, Advertising Federation of America 


Vol. 12, No. 22 


June 2, 1941 


10 Cents a Copy, $2 a Year 


Advertising for Safety 


The motor traffic toll continues to 
be one of the great American prob- 


lems. When it is realized that the 
tens of thousands killed in this 
country every year in automobile 


accidents, along with the hundreds 
of thousands maimed and disfigured, 
represent greater destruction of 
human life and human happiness 
than are lost in a great war, the 
challenge to do something about 
it becomes clear. 

Advertisers have not been asleep 
in trying to arouse the nation to 
the importance of controlling motor 
traffic and preventing it from be- 
coming the scourge it has proved to 
be. Insurance companies like Trav- 
elers and Lumbermen’s Mutual, 
with a direct stake in the reduction 
of motoring hazards, have done a 
noteworthy job in spreading educa- 
tional material regarding accidents 
and how to prevent them. Tire 
builders, makers of highway mate- 
rials and equipment and _ other 
manufacturers have contributed to 
the effort. 

Yet the statistics prove that the 
toll of deaths and injuries goes on, 
and that the number of accidents 
is increasing. The National Safety 
Council, which for years devoted its 
efforts largely to the promotion of 
industrial safety, has found that it 
has succeeded in great measure in 
the elimination of preventable acci- 
dents in industry, and has turned 
its fine organization and facilities 


|}to make 


to the great field of motor accident 
reduction and prevention. Thus far 
it must be admitted that it has not 
made much of an impression on 
what continues to be an appalling 
situation. 
Since advertising men are di- 
rectly concerned with this situation 
and have been anxious to contribute 
their professional talents and facili- 
ties to the cause of motoring safety, 
and since it is highly desirable to 
continue to employ advertising to 
educate the public to traffic hazards 
and how to avoid them, many local 
campaigns of this kind will un- 
doubtedly be organized and _ pro- 
moted. It should be constantly kept 
in mind, however, that advertising 
and education alone will not solve 
the problem in the future any more 
successfully than they 
in the past. 

Engineering, to make streets and 
highways for motorists and 
and enforcement of 
and regulations, to 
reckless driver and the 
pedestrian, are necessary 
advertising efforts effec- 
Many communities have prac- 
tically eliminated serious accidents 
by a combination of all three. 
Advertising can make a great and 
important contribution, but it can- 
not take the place of proper regu- 
lations and impartial and unrelent- 
ing enforcement of traffic 
tions. 


have done 


safe 
pedestrians, 

correct laws 
curb the 


careless 


tive. 


regula- 


Let’s Hope It Isn't So 


As the newspapers which have 
broadcasting interests prepare to 
fight for the right to continue oper- 
ating stations, comments on 
the situation from those who 
in close touch with Washington 
continue to emphasize a_ purely 
political aspect of the case—namely, 
that because newspapers as a body 
are considered to be opposed to the 
policies of the national administra- 
tion, they are to be penalized by 


radio 


are 


restrictions on their broadcasting 
privileges. 

This is an amazing situation. 
Today as never before we need 


national unity to make our defense 
efforts effective. The 
of the press, as well as radio and 
other forms of communications, is 
vital to the development of national 
morale and the successful execution 
of a program in which not only the 


cooperation 


army and navy and industry but 
also every civilian must play an 
increasingly important role. It 


would be a calamity, therefore, if 


the treated with 
and prejudice because of its unques- 
tioned right to express its editorial 
opinions on all subjects related to 
the national welfare. 

ADVERTISING AGE has no brief for 
newspapers, 
operate radio 
which are not interested in broad- 
casting. But both the and 
radio are too important to adver- 


press were bias 


which 
those 


either those 


stations or 
press 


tisers and to the country at large 
to make it possible to regard an 
effort to hamstring their contribu- 
tions to the nation at this time with 
anything approaching equanimity. 
Newspapers and their radio affiliates 
should be considered fairly and 
impartially in terms of their records 
and their ability to give their com- 
munities the kind of service they 
are entitled to. 

Any restrictions On newspaper 
activities in the radio field which 
suggest any other basis for decision 
will be resented not only by the 
press but by the entire country. 
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“Our highway commissioner used to be the weather forecaster." 


Ad-libbing 


How It Gets Around 

Back in November of last year 
Edwin Balmer of New York sent 
ADVERTISING AGE a clipping of one 
of “Awful Fresh” Macfarlane’s most 
outstanding ads. “Awful Fresh,” 
as you know if you’ve ever been 
anywhere near a certain West Coast 
city, is a guy who sells candy and 
nuts with the nuttiest advertising 
you ever saw. 

Well, the ad Mr. Balmer sent in 
and which we reproduced in our 
Nov. 4, 1940, issue, showed “Awful 
Fresh’s” version of an x-ray picture 
of a man, with any number of ex- 
planations of how swell he would 
feel after partaking of some of the 
goodies Mr. Macfarlane disburses. 
Among the other delectable phrases 
he dished up were these: 

“It puts spunk in your trunk.” 
“Makes your muscles hustle.” “It 
puts color in your’ corpuscles.” 
“Your taste buds start to bloom.” 
“Puts zip in your hip.” “It puts fire 
in your bones.” And many more 
on the same, or perhaps a slightly 
lower level. 

Now comes one of Ad-libbing’s 
favorite scouts with a piece of copy 
for Looie Greenwald, Denver liquor 
dispenser, which doesn’t look any- 
thing like Macfarlane’s opus, but 
which strangely enough attributes 
the above and other identical vir- 
tues to Hiram Walker, Bernheim, 
Old Sunnybrook, and sundry other 
brands of drinkables. 

Which reminds us of the time, 
some years ago, when ADVERTISING 
AGE reported the strange case of the 
illustration and copy originally pre- 
pared for a mattress maker which 
was used successfully—and without 
change—for a hot drink. 


Explanation 


The explanations of Rudolph 
Hess’ solo flight to Scotland ema- 
nating from Berlin and London 


have certainly not been completely 


Zo 


“Excuse me, while | 
get an Eichlers- 


_—_ 
-~ 
be - -A 
Sounds heasterical, we khaow, s 
bat Bichler’s ¢ « beer worth 4 


going overboard for only , 


inte « ber 


all you have to do is drop BEER 
Q FOAMING WITH FLAVOR 


1 OP OEE EWING COMPANY Mew Tork Cory Member of He Brewers Bowrt of Trade tmx 


satisfactory. Perhaps this news- 
paper advertisement, run for John 
Eichler Brewing Company through 
Geare - Marston, Inc., provides the 
right answer after all. 


Patriotic Bob Pins 

Hugh H. Wilson, vice-president 
of Sta-Rite Ginnie-Lou, Inc., 
Shelbyville Ill., writes us about the 
remarkable advertising his com- 
pany achieved at a recent beauty 
trade show by painting some of its 
white bobby pins red white and 


blue and passing them out as sou- 
venirs. The pins went so fast that 
the company had a real idea, and is 
now cashing in on it. It’s selling 
the pins now, not to beauty parlor 
operators, but to the beauty trade— 
the companies that sell supplies and 
equipment to beauty shops. “Give 
all your salesmen a handful of Sta- 
Rite patriotic bob pins,” the trade is 
told. “Have them insert one pin 
in each beauty shop owner’s hair. 

. Barber shops will like this idea, 
too. Have your men insert a pin 
in each barber’s coat lapel. Show 
him how he can advertise his shop 
by inserting a pin in the coat lapel 
of his customers.” 

We tell you all this so that if your 
wife should happen to discover a 
bobby pin in your coal lapel, you 
can explain the reason logically, 
clearly and convincingly. 


Keeping in Touch 


We think the idea developed by 


G. M. Walker, advertising manager 
of Caterpillar Tractor, is worth a 
paragraph. He’s a little skeptical of 
the practical value of good inten- 
tions, apparently, so the other day 
he sent a memo through the adver- 
tising department saying that it 
seemed like a good idea for every 
one in the department to accept as 
a pleasant duty the obligation of 
“reminding our temporarily absent 
members (which means those in 
the armed forces) that they have 
not been forgotten.” Instead of in- 
dividually and indefinitely resglv- 
ing to write soon, Mr. Walker has 
organized the operation, so_ that 
certain individuals are expected to 


do the writing for the whole de- 
partment at specified times. A 
schedule was circulated to every- 
one in the department, and _ it’s 


checked weekly. And we'll bet that 
the “temporarily absent members” 


really appreciate the thoughtful- 
ness. 
Jottings 


That Genung’s organization goes 
in for good-will building in a big 
way. The Westchester retailer's lat- 
est stunt was its offer to grown-ups 


with mothers so far away they 
couldn't visit them for Mother's 
Day. “Simply step up to our in- 


formation desk, and ask to see our 
assortment of Western Union Moth- 
er’s Day greetings,” it advertised. 
“Make your selection ... sign it... 
and we will attend to its delivery 
on Mother’s Day without any cost 
to you (provided Mother lives in 
continental U. S. A.).” And the 
copy explained that there was no 
obligation and no questions asked. 

Collins & Aikman Corporation, 
Philadelphia, which makes up- 
holstery for the automotive trade, 
has a hunch that maybe not all 
Philadelphians know what it’s do- 
ing, or how. So it has started a 
local newspaper campaign through 
Arthur Kudner to make sure that 
Philadelphians who buy motor cars 
get Canada Cloth upholstery; and 
that furniture buyers make sure 
they’re getting Ca-Vel  uphols- 
tery... 


Information 
for 
Advertisers 


The following documents may b: 
secured without charge from com 
panies sponsoring them, or throug! 
ADVERTISING AGE, by any nationa 
advertiser or advertising agence 
executive writing on his busine 
letterhead. 


No. 1817. The Fetish that Crawl 


Under His Rock. 

The Saturday morning fet 
gives up after a hard struggle 
the pages of this new  brochu 
issued by National Broadcasti: 
Company. Starting with facts abx 
Saturday morning listening hab 
money to spend, and buying habi' 
the brochure provides a case } 
tory of one advertiser’s success! 
use of a Saturday morning R 


|/network program. 


| No. 


1818. Defense Millions in 1 
New Orleans Area. 

How and where defense mone, 
being spent in the New Orle: 
area is told in this folder issued 
The Times-Picayune and New O 
leans States. Tabulations show h 
more than $500,000,000 is be) 
allocated for training camps, 
bases, housing and so on. 


No. 1819. Up-to-the-Minute Fa 
on Rockford. 

Latest market data on Rockfo: 
Ill., and its 13-county market area 
are offered in this new folder issucd 
by the Rockford Morning Star a: 
Register-Republic. Retail sales, d 
fense orders and the housing situa- 


tion are among the subjects d 

cussed. 

No. 1803. Work By-Product 
Defense. 


True Story Magazine has issued 
this study of the defense progra 
as it affects consumer spending, 
and reports an estimated natior 
income of more than 83 billion d 
lars for 1941 compared with 74 b 
lion in 1940. In order to document 
conditions created by each kind ot! 
expansion, the analysis covers tv 
direct defense centers (commi'- 
ments for completed armament); 
two purveyor cities (producing raw 
materials, machine tools and semi- 
finished parts), and two consume! 
supply cities. Charts indicate pur- 
chasers of various classifications of 


} 


goods, purchasers allocated by liv- 


ing standards, and the magazines 
which reach them. 
No. 1804. 1940-41 Report. 


Having closed, recently, its 54th 
fiscal year, Bakers’ Helper 1- 
dresses this annual report to ad- 
vertisers and agencies as a record 
of progress. Minus the usual gross 


and net, the report reviews the 
publication’s history, outlines edi- 
torial aims, reader response, serv- 
ices for advertisers and coverage 


of the market. 


No. 1798. Grocery Advertising Rec- 
ord in Chicago Newspapers 
The Chicago Daily News has 
issued this account-by-account an- 
alysis of grocery advertising in Chi- 


cago newspapers during 1940. he 
study covers retail, general nd 
total advertising in the grocery 


classification. 


No. 1799. Ahrens Survey of Driik- 
ing Habits in Top Rated Heels 
and Restaurants. 

Ahrens Publishing Company °45 
issued this report of its sixth 
nual survey of drinking habit 
patrons of top flight hotels i 
restaurants. It indicates the trend 
in the type of drinks purchased, © 14 
tabulates brand preferences in 
various liquor classifications. 


No. 1802. The Psychology of Cc * 
and The Symbolism of Col 
General Printing Ink Corporat 

has issued two new folders, 
dealing with the symbolism and ' 
other with the psychology of co! 
Both help to suggest the use 0! 
certain hue for a given purpos¢ 
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CLUB AWARD 


Elon Borton (left), AFA president, looks 
on while Robert A. Willier, advertising 
manager, Wabash Railway, St. Louis, 
and chairman of the awards committee 
(second from right) presents the first 
AFA award for club achievement to 
Paul A. Kelly of the Columbus Advertis- 
ing Club. Gus K. Bowman, president of 
the Columbus Club, is at the right. 


President Praises 
AFA in Message to 
Boston Convention 


Boston, May 26.—In one of the 
most forthright messages which the 
organization has received from the 

oT White House in several years, 
+A President Roosevelt told Paul Gar- 
7 rett, Advertising Federation of 
America chairman, that advertising 
has done much to widen distribu- 
tion for American goods and serv- 
ices, and can do much more of this 
and other work for the defense pro- 
gram. His letter was read at the 
luncheon today by Elon Borton, 
AFA president. 

“Advertising has been responsible 
oe for many of the good things which 


ied 


citizens of the United States enjoy,” 
President Roosevelt wrote. “It has 
i been a potent force in making 


available to our citizens the prod- 
ucts of American skill and inge- 
nuity. Without it, many present day 


| 


Tobacco Sources 


FIC Tells Cigar 
Makers fo State 


Washington, D. C., May 28.— 
Cigar manufacturers who advertise 
that their products make use of 
“Havana filler” must also give equal 
prominence to the country of origin 
of other filler tobaccos, according | 


| to a stipulation, disclosed today, be- 


i necessities would still be luxuries. 
“That force needs now to be ap- 
ne ts plied toward the maintenance of | 
we our accustomed standards of living | 
6 3 and further progress. This may re- 
‘ quire adjustment but it should | 
; mean increased effort. 
Play Leading Part 
“As an educational force alone, | 
idvertising ought to play a leading | 
4th part in the preparedness program. 
i, It can assist in creating and main- 
{. taining public morale. Those who 
cord re expert in it can be of great aid | 
Ss ‘lo government. 


the “I feel confident that the Adver- 

Using Federation of America rea- 
erv- izes all of these things and will be 
repared to make its contribution 
to the national welfare.” 


The JOURNAL TW 
Daiily an Some 


5 


With Over 52,000... 
Daily Circulation. |’ 
Sio. < City leads every city in 
the state as a wholesale city. 
Ran s eighth in the stock- 
yards industry in the United 
State / : 
194) it showed the largest 
Perce: tage of gain in livestock 


receips in the entire packing 
n e indus: y./ : 
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ra 

ad | 

col 


tween the Federal Trade Commis- 
sion and H. Fendrich, Inc., Evans- 
ville, Ind. 

Fendrich advertised La Fendrich 


cigars as containing an “imported 
Havana-rich long filler.” The FTC 
stipulation provides that no men- 
tion of the country of origin be 
made unless “the country of origin 


|}of each of the filler tobaccos used 
|is set forth in the order of their re- 
|spective predominance by 


weight 
and with equal emphasis.” 

Another point of the stipulation 
which appears to have serious im- 
plications for other cigar manufac- 
turers is Fendrich’s claim of selling 
a 10-cent cigar at half that price. 


|The advertiser has agreed to cease 


price reduction representations “‘un- 
less the price of the particular cigar 
referred to has recently been the 
price stated and the reduction has 
only recently become effective, or 
unless the date of the price reduc- 


tion is stated conspicuously in con- 
junction with the former price.” 

In addition to Fendrich, several 
other leading cigar manufacturers 
have cut prices from a dime to a 
nickel in recent years, and used the 
bargain appeal in copy. 


Appoints L & T 

Shaler Food Products Company 
has named Lord & Thomas, Los 
Angeles, to direct advertising of its 
Vitaplex, liquid vitamin concen- 
trate. 


Names Representative 


Small, Brewer and Kent, Inc., 
New York, has been appointed 
national advertising representative 


for the Cape Cod Standard-Times, 
Hyannis, Mass. 


CONVENTION-GOERS 


Among the groups snapped at the Boston 
AFA session were (left to right): Les 


Hafemeister, Weyenberg Shoe Mfg. 
Company, Milwaukee; Hilda Schallock, 
T. G. Findley, Milwaukee; Renee Riordan, 
Ed. Schuster & Co., Milwaukee; Ernest E. 
Weeks, Multigraph Company, Buffalo; 
Clara H. Kaentje, Cutler-Hammer, Mil- 
waukee; and G. W. Robinson, Boston. 


op portunities. 


A gold spike is driven...twin bands o f steel link the 
Atlantic and Pacific. America’s first transcontinental 
railroad is completed, speeding up and lowering 


costs of moving goods and opening countless new 


Printing has also been the field of many historic firsts 
which have opened new opportunities. Of them none 
is of greater importance than Consolidated's develop- 
ment of Coated Papers in the price range of un- 
coated stocks —for this achievement made 


possible the wider use of quality printing. 


milwa KEE Ww SCONSIN Po have »rinted tg tt , 
\LWAUKEE STREET PHONE DALY O7! t uv ¢€ he f Gloss Coated ar (one grace ane 
—— epreaver 22, 1937 Production G , Coated) enabling increasil 
2° 5 , : olidatee AALCE e¢ . ere Pe , t “dl the 
: water Power and Peper ol Conso et h their adve) tising Clons jhicla € 
Contonsin Repide, wisconels , customers to st : é howing a customer 
5 ns. sf P ' ‘a ‘ 
can of Burt Williams, Prom i - . rec ently s 1OWMINY : : ER. 
attenti ¢ Bur | dolla we ld ; a €290.00 on a job por IK | Al im 
beer ¥r. #illians: » we) } ? he coulé Sd ae | 
cended to arite telling © s four 10u Is of paper. 
Tied botn our CURtORO OO SUCit @ carloed of Peper requiring 5,000 por 
satisfiie x at req a . f & ; — 
rs ess —_ every tyre 4 : f that letter 1 )37° 
we nave printed obs of SvOrt S7ES Sots ee also the date of that lette | 
ince the ne, we Ler ie —— ers, but ene | Note also t | on before the n, 
escript! r e se eo advertising e _ igo ane cve ‘ 
wut Sothen vo sureten their Gollere & Four years “5 {Cc nsolidated 
tote predue- the quality ind economy ot Co | S 
get. - enere e “4 ad 1 3 y*¢ i a . Vv users 
t dest month, 6 snOREs O Sguired S000 Ihe. OF el Coated Papers were recognized by 
pout & Sys is Tr) hed ase ae thee use A ‘ mi 4 4. 
tor sony years, and we cOnvines eve otrene mes of prinung all over Americ 
cette oT | lid ‘ d’s Four Famous Brands 
se * es tion. eee costed Conso 1date .. 
sages esitate to Free varend Produ eure and og f Co ited P ipe rs are pope te 
we do + ty f adver is : ‘1 ents a s¢ i = 7 oO On 4 a “ 
feokine that ve etttraan stein oh, Toteteg teen TION GLOSS COATED, 
AnS tnen how ¢ ‘ re 
on wi yet spend less 5) 


very truly yours» 


MOEBITS PRINTING CO 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


T UNCOATED 


4 letter from a leading 
r which provides un- 


Reproduced is. 
midwestern printe 


ing printers, 
Note he says: 


MODERN GLOSS COATED, 


wPany 


CONSOLIDATED WATER POWER & PAPER COMPAN 


issailable testimony © 


Consolidated Coater 
publishe 


135 $0. LA SALLE ST., CHICAGO 


PAPER 


PRODU 


f the great service 
| Papers are provid- 
rs, and advertisers. 


jobs of every type on 


SALES OFFICES 


CTION COATED ENG- 
LISH FINISH, AND LA 
COATED. They are 
by re pres ntative 
all iImportan 
The many unrivaled 
papers have given to p 
| advertisers have re 
Ww demand 


EST PRODUCER O 


KELAND 
stocked and sold 
paper wholesalers 10 
t cities in the nation. 
advantages these 
printers, publishers, 
sulted in an ever- 
which has made 
WORLD'S LARG- 
fp COATED 


: , = < m f ;, ? ee a | . 
| & ee ¥.9'$ | 
oe sh —S a | Re ney 
ee ee # { BS F gs > 3 
: 7 - & i5 wie? + 2 ‘ yee 
. ae \ “78 
. 1 e . . 
2, te aa Fp 
: i | a a : . | Po ne 
| a 3 § a 
7 a" oe rare ; ok ie 
mia. 2 a joe 
as oa +e 4 _—  rC - O _-O a 
a — * 5 > es ae. 
a MSPs rm Beg | 7 
eo Mee a 
or oul eae = 7 - ‘ 3 mk oy » : \ ok ae a ey a oy AS co F ¥ omy a ao bee. . —— Pa te be F on ve ialeth 5 
| be ‘ ay ieee |i eet 
7 4 VA 4 . p — i a : 
i ‘* “a s va 
: : a ~ 2 |e pay 
A | ; > Tage 2 o me nie q - 
"‘Ezact a ba s Sa 
“y oe —— ie aa oe | 
. , “%. —— : 
: "Eee = | ; Ae ; ~~ - 
ae "ae age sae 4 » 5 ’ . re 
| 4 ay 1 jie iii q R ¥ ° d . _ f . : ; 
4 a us ee j " ; * — ae i —s i’ ~ : ji 7 
| . yo <<, ba i aa ae a ™ 
ej 2 Bis 4 f «a os an. " i S ay ae *  . \ < Z 
< ee ol { he y ee. | ea ' fF 2. > Son f } 
be vw = en) y ere /] ‘ tf as ae ‘ : - ? dees a. | gg \ ie 
J fe “ae - — a4 } a 4 be § " ‘ z - op 4 { art 5 ee? a % ; ~— ' 
y ; Pee Es Lat , s pf ‘ a "e r a a 4, ay Me =o Ti "4 in \3 wit 
2 3 , > , Pe : a ‘\ a 
} 3 by a ~ L hes * * Ls a \ N +. ; Yad al r Ks 
f Be ' » ft -_ a . at | ; "4 ' , ' ast Ste p. ™ ’ 
an : a . = ae r P Cat: 
£ ie - / — . " 
, 3 : SSS —— eee a _ si 
— , 
ol el : 9 
WO q 
‘ ’ i 
| | / { E l 7 y) ( ‘s 
A a 4 
5 
ral 
i 
se if 
M RINTIN © a 
re PRI Mean 
4 id 
Ree- rs . - 
2a; » 
Chi- “ ae 
he Z ~~ " 
nd orgughly Pepper the S Sa _ 
) ry ° . 
dux City Market (Za , 
, aX a} ‘\ ‘ . 
rik Nees) , NH 
Is Nv } a . ‘ 
jorels Vs Me . . 
¥ ER 0 a 
' f - - "e , : 
| ! ny — | 
: ia 
trend E | _——————_ Ww a.) .@ 
suena i» ce wT as 7 
J wins = SD : iG Ae 
qHE Can/nen. \ “ i * ¥ ) 
job 9 &) = fe a ; 
Al ’ ‘a ; a 
* P - 7 7 “4 = 7 P ? 
j PC Ce or -_ 
ny ae wets 
. of %, hes ee eee a aida ; 
OSE R. ri Ow, “* ~ . “a OS on i . P ‘ ope 4 
v4 oe + ead DME 4 Ee ie ‘ 1s ‘ ied ie . a. % a ee . Sie! 74 a , a. 4 ‘ ie MF a i : * i . %, + , An i. . - e : he 4 off ome : : ié ms vig a i i P " ee 7 : ue ee ie 
he Janes e a c ee fe fi ‘“ z hea i Se a - ee ; vd ‘eg ae Seer oe ss ples ee me a a Tei ig. a ¢ a . eas, yy, $ p Mie as hal Oo a6 i re at + 
NEA eee i TRI | aires, i ae saree ae Et UC yo! 6 + eg a Pac eee See OR eo 
oe yy a 2 : # — 5 : + * ; * mae af t* = a ra *% . a ie . Le ane sd a Ltt iy EE : 5 : ¥ 
- Ly Ag ee an e ~ i C J - te x” ¥ a oe id : ’ ef Ae . na . ee Fs. i 


oe 


14 ADVERTISING AGE June 2, 194) 


PEN LETTER TO FRANKLI 
+H. J. HEINZ COMPANY 
AGENCY, 


Ce “Without arguing the comparative effec- 
tiveness of media, the fact remains that the 
great majority of national advertisers have yet 
to experience the FULL force of newspaper ad- 
vertising by using it with the frequency, regu- 
larity and volume of other media.” 

Theme of OKLAHOMAN and TIMES 
Trade-Paper Advertising 
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. rE Thay 
Phone 22-1211 pee \ peace Lett 


Se THE OKLAHOMA PUBLISHING COMPANY 


OKLAHOMA CITY, OKLAHOMA 


pra, i: THE DAILY OKLAHOMAN 
; BR " OKLAHOMA CITY TIMES 
| ae Pe — THE FARMER-~S TOCGKM AN 
OG => 
ie 


ons Wh ieee. cll al 


May 22, 1941 


Mr. Franklin Bell, 
The H. J. Heinz Company, 


; Mr. Lou R. Maxon, 
Maxon, Incorporated. 


Gentlemen: 


Your graciousness in making public The H. J. Heinz Company's 

33.7% sales increase as a result of its consistency-test campaign 
in newspapers will be appreciated by other newspaper publishers 

‘i as much as it is by me. 


You have served not only the cause of newspapers but of all 
advertising in placing before national advertisers the actual 
effectiveness of your test in twenty-one important newspapers. 


ve 


To this organization, your statement is of particular interest 

; Since your findings in actual practice substantiate the accuracy 

. of our own analyses and prove the soundness of the recommendations 

x to advertisers and newspaper publishers propounded in our own 
efforts over a two-year period. 


Newspaper circulations are at an all-time high. Newspaper 
pages are crowded with the most important news in history. News- 
papers are vitalized with opinions on the most momentous decisions 
of our lifetime. More than ever, therefore, they are a primary 
medium for national advertisers who will apply to their newspaper 
é advertising the sound principles of sustained continuity and 

repetition as exemplified by your own test campaign. 


oor? laa 


. Your example and your unqualified indorsement of newspapers 
\ will lead, I am certain, to their more adequate use by increasing 
numbers of national advertisers. 


Very truly yours, 


E. K. Gaylord, 
Publisher, 
THE OKLAHOMAN and TIMES. 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


NOT ONE, NOT TWO, BUT THREE FINGERPRINTS 


Three Advertisements 


with But a Single Theme 

To the Editor: Lightning strikes 
in the same place three times! 

I am enclosing herewith three 
tear sheets of three advertisements 
which appeared in the April issue 
of Chemical & Metallurgical Engi- 
neering. We thought you and your 
readers might be interested in the 
unique coincidence in the theme of 
the three ads. 

JOHN C. HyYDELL, 


cot ncMPINGERPRINTS” 


. % of Unseen Mishaps” 


with Contraliens ther keeg Wrirten Reverds! 


reweee PRINTS OF CoeLiNe seus | 


Tat Peert we Two menricas | 


Herald-Journal, and the Yonkers 
Herald-Statesman. 

Wartime conditions, the Survey 
reported, have served to extend the 
coverage and improve the quality 
of newspaper reporting in state and 
local government in two respects. 


inclined to portray citizen partici- 
pation in local government as a 
fundamental duty to democracy. 
|Second, heavy defense expendi- 
tures by the federal government 
(Rs have resulted in a greater tax con- 
. aa sciousness and economy-minded- 
SINGERPRInTs.-- ness on the part of many editors. 
jortuuer chew Pvt This attitude is reflected in the re- 
peated plea among newspapers for 
curtailments in state and local ex- 
penditures to offset rising federal 


News, Binghamton Press, Syracuse 


First, reporters and editors are now | 


REPORTS TO FRIENDS 


UNION OIL COMPANY 


: taxes 
Advertising Department, FGRRORO eee ; 
- ‘digo ¢ . C. B. HANSEN, . 
aaanan the —= — en I @ at a0 < > PUMPS Citizens Public Expenditure Ol wlRceny Bagge: corti fg i } 
pee ee rere Survey, Albany, N. Y. “annual report’ to the public in . 
, territory it serves through a seven-col 
eis Two advertisers using the same theme in the same issue is unusual, but three is eh ld wigs Se .eeee © Cove eew ne 


Land Bank Does 
a Notable Job 


To the Editor: You will find in 
the attached envelope a copy of a 
new booklet entitled “Getting 
Ahead.” 

We thought you might be inter- 
ested to some extent in this bit of 
advertising of which (modestly 
speaking) we are mighty proud. 
The pictures and stories were pro- 
duced by our own staff. The lay- 
out, art work and production were 
handled through Allen & Reynolds, 
Inc., of Omaha, Neb. 

Additional copies are available 
upon request. 

D. B. WALL, 

Advertising Section, The Fed- 

eral Land Bank of Omaha, 

Omaha, Neb. 

[Editor’s Note: Reader Wall can 
well be proud of his booklet. It is 
a beautifully prepared, human in- 
terest document in which “case his- 
tories” of actual customers of the 
bank are told in words and pictures 
that neither talk up nor talk down 
to prospects. ] 


. v 


Carrying Cooperation 
a Very Long Way 

To the Editor: The attached ad- 
vertisement was clipped from the 
May issue of Aviation. 


definitely something, John Hydell believes. 
featuring fingerprints, which all appeared in the same issue of Chem & Met. 


Here are three advertisements, all 


Uses Advertising 
for “Annual Report” 


Reader Discusses Point 
of Purchase Advertising 


To the Editor: We are sending 
you, under separate cover, copy of 
our 1941-42 Altes Sports Review 
calendar. 

This is the second edition of this 
calendar, which is unique in that 
it combines all the advantages of 
an excellent point of purchase dis- 
play with a sports program of inter- 
est to practically every person in 
the territory it is intended to serve. 

An interesting feature is the 
development of the method provid- 
ing for monthly changes. Last 
year the monthly pages were lifted 
up and slipped over the hook from 
which the calendar was suspended. 
This meant that many thousands 
of calendars were taken by con- 
sumers from walls of beer-selling 
outlets—and while under such cir- 
cumstances the calendar does con- 
tinue to function to sell Altes, the 
removal defeated the purpose for 
which it was intended. This new 
1941-42 calendar fastens securely 
to the wall through the upper 
grommet and the hook beneath it 
is used to hold up each individual 
page. 

Another new feature of this cal- 
endar, which has amply compen- 
sated for the effort expended in 


State during the past three years, 
Citizens 
has awarded certificates to | 
35 daily newspapers. 

Among prominent dailies receiv- | newspapers by Union Oil Company. 
ing the award were the New York | This is the second consecutive year 
World-Telegram, 


| To the Editor: It has occurred 
ito me that you might be interested 
Expenditure jin seeing the enclosed institutional 
advertisement which was run re- 
leading Pacific Coast 


Public 


icently in 


Buffalo Evening|we have presented an ‘annual re- 


by I6-inch newspaper advertisem: 
Lord & Thomas is the agency. 


port” to our friends and custon 
through the medium of newsp: 
advertising. 
R. L. PHILIPPr, 
Director Public Relations ar 
Advertising, Union Oil Con 
pany of California, Los A) 
geles. 


—y 


H-SSST! 


It would seem that Helliwells, compiling it, is the “trip through <> 
Ltd., is placing a great deal more | the brewery” shown on the last two 
“at the disposal of American In- | P@8®s. This feature has done more -_ 
dustry” than similar institutions ‘© Sell our brewery and our ability = 
right here in America. Personally, | t© produce good beer than anything _ 


we are wondering just how far this 
Helliwells “cooperation” goes. 
Joun D. Wooster, 

Redfield - Johnston - McNevin, 

Philadelphia. 

[Editor’s Note: If reader Wooster 
wants to know how far it has 
already gone, we suggest that he 
take a look at the picture page of 
the April 15, 1940 issue of Apver- 
TISING AGE, whereon a similar, but 
more striking Helliwells advertise- 
ment in the U. S. business press was 
reproduced. | 


SAME THEME 


Helliwells Lie 


Somewhere is Engleed 


| 
; 


Ne tee 6d Oe mormon Maheeey 


The posture is changed, but the young 
lady, like the one featured in another 
Helliwells advertisement more than a 
year ago, is still very much unclad. 


that we have done since repeal. 

I am also sending you with the 
calendar, specimens of our ‘41 
point of purchase material now in 
use by our company to bridge the 
gap between our newspaper, out- 
door and radio advertising and the 
point of sale of our product. 

An effort on our part to capture 
the main spot in each outlet is the 
use of a new permanent display 
bracket which will assure our dis- 
plays the permanence so necessary 
for good results and which will 
prevent competition from removing 
our displays and substituting others. 
However, we feel that in develop- 
ing this new display bracket, we 
have not fallen into the error of 


become static and hence valueless 
as selling instruments 

I believe some intelligent adver- 
tising man is going to write a new 
chapter in point of purchase adver- 
tising by developing a_ technique 
whereby colorful, interesting mer- 
chandising displays will be used 
without the heavy mortality that 
these displays now suffer 

M. M. Younc, 

Advertising Manager and Di- 

rector of Consumer Sales, Altes 

Brewing Company, Detroit 

v v v 


Dailies Granted Awards 


To the Editor: You may be in- 
terested to know that in recogni- 
tion of the splendid service per- 
formed by daily newspapers in the 
economy movement in New York 


we ales 


A hundred hidden dramas take place behind 


the scenes of a building job as buying deci- 
sions are made, On each job there is a build- 
ing professional, and he’s a mighty important Rcaiieiaal 
man to the manufacturer of building prod- 
ucts. He’s the litthe man who's always there. 
He creates the job. He either is the actual 
buyer of materials and equipment. or he 


skillfully “goes to bat” at the right moment 


Successful manufacturers of building prod- 
ucts tell their sales stories to building pro- 
fessionals. They know that without support 
of the litthe man who's always there they 
stand no more chance than the proverbial 
jack rabbit. Products that are not well known 
to building professionals usually get shunted 
aside and rarely find their way into finished 
jobs. Other products, almost unknown to 


the general public, will be used as standard 


and light-load-bearing construction. 


yractice” beeause they have been properly 
; l ; 


presented to building professionals. 


AMERICAN BUuILpeR readers are building pro- 


Collectively they are responsible 


for a huge share of the nation’s residential 


Success 


ful manufacturers who want to sell the build: 
ing field find it pays to sell AMERICAN Buriper 


readers first. 


SS es -4 PC cD creating a type of display hanger for the products he knows best. not because 
which will lead to signs losing their 9 . : *% Ask to see Amertcan Buicper fiel/ sur 
value (which te always the case he’s trying to be a big shot, but because he vevs. They take building markets apet 
) when any part of a display becomes has to guarantee and stand behind the fin- to show what makes them tick. 
static). sched iol 
In our opinion, permanent signs ished job. 
e of glass, wood, metal or plastic soon 


AMERICAN BUILDER 


AND BUILDING AGE 


A Simmons-Boardman Publication 


105 West Adams Street 


CHICAGO 


30 Church Street 


NEW YORK 


TO SELL The Building Field, SELL American Builder Readers Firs! 
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THE "AA" GIRLS 


Rhoda Throensen and Mary Ellen Gould 
distribute copies of Advertising Age to 
delegates at the AFA convention, Boston. 


Anti-ASCAP Laws 
of States Win 
High Court's 0. K. 


Justice Black's Opinion 
Sets Pattern for Future 
Legislation 


Washington, D. C., May 27.— 
American Society of Composers, 
Authors and Publishers lost its long 
legal battle this week when the Su- 
preme Court upheld the validity of 
Florida and Nebraska state statutes 
aimed at ASCAP’s price-fixing ac- 
tivities. The decision was unani- 
mous for participating justices. 

As well as denying ASCAP con- 
tentions from start to finish, the 
high court opinion written by Jus- 
tice Hugo L. Black approved a 
pattern for state legislation which, 
if widely adopted among the states, 
would force a drastic reorganiza- 

in ASCAP’s functions. 

Ihe decision is expected to have 
an important effect upon ASCAP’s 
efforts to revise its internal struc- 
ture to conform to the terms laid 
down in the consent decree negoti- 
ated earlier this year with the De- 
partment of Justice. Broadcast 
Music, Ine., the radio industry’s 
own music source which also agreed 
to a decree, will probably be simi- 
larly affected. One result of the 
Supreme Court decision may be to 
delay negotations between ASCAP 
and the National Broadcasting Com- 
pany and Columbia Broadcasting 
System for the restoration of music 
controlled by the society to the net- 
works. 


Upholds State's Rights 


In the case of both the Florida 


and Nebraska _ statutes, ASCAP 
sought to enjoin enforcement of 
laws penalizing its price-control 


activities. The tribunal did not pass 


upon the merits of the Florida or 
Nebraska laws, but held that they 


8,623,370 


plus purchasing power 
each month in 


CLEVELAND ! 


You can reach this estimated 
dded monthly defense payroll 
nd all other purchasing power 
it no increase in advertising 
ites—by using Whaley Taxi 
rosters on 375 Cleveland taxi 


ibs! Guaranteed average weekly 
Write 


Washington 


reulation — of $.153.836 
Wm. E. Whaley Co., 


tldg.. Louisville, 


WHALEY 
THEW DSi pp 4° 


| Justice Black wrote, 


do not contravene federal copy- 


right laws. The court ruled that 
federal copyright laws do not grant 
copyright owners the privilege of 


combining in violation of otherwise | 


valid federal or state laws. 

The Florida and Nebraska laws 
restricting ASCAP are similar, and 
issues considered by the Supreme 
Court were almost identical. The 
parallel decisions emphasized the 
state’s right to legislate and pointed 


‘out the state statutes need not stop 


at the same point as federal laws. 
Points to Confusion 


“In consideration of this case,” 
“much con- 
fusion has been brought about by 
discussing the statutes as though 


| the power of a state to prohibit or 
» |regulate combinations in 


restraint 


ADVERTISING AGE 


of trade was identical with and 
went no further than the power ex- 
ercised by Congress in the Sherman 
Act. 
Up to Florida 

“Such an argument rests upon a 
mistaken premise. Nor is it within 
our province in determining 
whether or not this phase of the 


state statute comes into collision 
with the federal constitution or 
laws passed pursuant thereto to 
scrutinize the act in order to de- 


termine whether we believe it to be 
fair or unfair, conducive of good or 
evil for the people of Florida, or 
capable of protecting or defeating 
the public interest of the state. 
These questions were for the legis- 
lature of Florida and it has decided 
them.” 


Wrigley Gums 
Appearing in 
New Packages 


Chicago, May 28.—Those who 
design the garb in which Wrigley’s 
chewing gums prance across the 
market place are breaking records 
in producing new packages since 
that day only a few weeks ago when 
Wm. Wrigley Jr. Company did its 
bit for defense by turning its 
aluminum for foil over to Uncle 
Sam for airplane construction. For 
instance, Wrigley’s Doublemint gum 
already is appearing in wax paper 
and a redesigned package. 

A lighter shade of green is being 
used in the package, the gold bor- 


der has been eliminated, the sprigs 
of mint have been accentuated and 
reduced to two and the text rear- 


_ ranged slightly. The change from 


aluminum foil to wax paper also 
entailed the big task of changing 
packaging machinery and_ proce- 


dure. 

Wrigley’s Juicy Fruit gum also 
will bow soon in a new wax paper 
package. Supplies of aluminum foil 
will be used up first. 


DENVER’S 
ORIGINAL 
ALL- NIGHT 
STATION 


REPRESENTED BY BLAIR 


_ 
— 


Good advertising on Champion paper gives utmost visibility to your message 


| 


and your product. It negotiates non-stop flights to known destinations; avoids 


flying blind, because the message is visual; and knows no ceiling to the re- 


sults it can obtain. A good product deserves the best sales literature you can 


afford, so design your material to travel high, far and fast. And since no printed 


piece is better than its paper, always specify Champion, the complete line of 


coated and uncoated book, offset, cover, postcard, envelope, and cardboard. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, 


MILLS AT HAMILTON, OHIO... CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, ( Jardboards, Bonds, Envelope 


District Sales Offices: NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND + BOSTON - ST. LOUIS + CINCINNATI + ATLANTA 


and Tablet Writing . . . 


Over 1,500,000 Pounds a Day 
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WOMEN’S SHOES . 58% 


58% of the total newspaper expenditures of 
Chicago department stores and specialty shops on 
women’s shoes in 1940 was placed in the Chicago 
Tribune. That's a specific example of the way 
Chicago retailers depend on this newspaper to 
get fast buying action from women. 
Because it sells more to women they placed in 


the Tribune 49% of their entire women-appeal news- 


paper advertising appropriations. This was 126% 
more than they placed in the next Chicago news- 
paper, and more than they placed in the next fio 
Chicago newspapers combined. 

7 These merchants know that the ’ 
buying guide for Chicago's largest constant audi- 

With over 1,000,000 total net 
paid circulation every day of the week the Tribune 
590,000 to 630.000 more daily cireula- 


tion than other Chicago daily 


Tribune is the 


ence of women. 


has from 
newspapers, and 
from 270.000 to 730.000 more Sunday circulation 
than other Chicago Sunday newspapers. 

Right in metropolitan Chicago the Tribune has 
more daily circulation than any tio other Chicago 
daily newspapers combined. It has more Sunday 
circulation in Chicago and suburbs than the fico 

other Chicago Sunday newspapers combined. 
When you can have more, why take less? 
have a product to sell to Chicago women, put the 
Tribune at the top of your list. Rates per 100,000 


If vou 


circulation are among the lowest in America. 


TOILET Goops ‘AND DRUGS . 


Because the Tribune is Chicago's leading women-appeal medium, Chicago drug 


61% 


stores and the drug and toilet goods departments of department stores awarded 


this newspaper 61° of their Chicago newspaper advertising appropriations in 19-10, 


LINENS, CHINA, GLASSWARE . . . 60% 


So convincingly has the Tribune demonstrated its ability to produce crowds of 
buying women that Chicago department stores last year invested 60° of their 
newspaper expenditures for linens, china and glassware in this one newspaper. 


WOMEN’S CLOTHING . 


In 1940, Chicago department stores and aia shops placed 62°% of their news- 
paper appropriations for advertising women’s clothing in this one newspaper. If 


vou want to sel] Chicago women, do as » 


ee es 62% 


neago retailers do... 


me TOP OF YOUR LIST! 


TRIBUNE LEAD IN LINAGE OVER NEXT CHICAGO NEWSPAPER 


General 
Advertising 


Total 
Advertising 


Retail 
Advertising 


Dept. Store 
Advertising 


1932 1940 1932 1940 


1932 


1940 


20% 73% 23% 52% 6% 


67% 


1932 1940 
8%* 72% 


*Lead of another newspaper over the Tribune 


= 
june 2, 1941 eS " 
a a NT nn men - { | 
———s—si Ss ve ee ee ee ee ee $e Oe ees . °' 3 5oae 4 7 
a. i a ge Pe | a | £ i tt az ae ll 
= ' nee : - AOC Sang es a, ee an tee ; sg er tae { ws : . . r ?¢- - = ¥ 5 b 3 g oy 
‘ t eld ‘ - fe Phi rate eri ce : 3 é — * . ¥ as 
— & a 3 ; ¢ Pet Pea ser it ee x o =.” F . s a 
‘ a = a eee: ee a Ure ee ee i gir on eS re] . : % : P 3 ’ 
P i= — * hee ee Be 34 vil &° 3: 2m t » ' | a 
a “ce ee ere ans ree ae aes : is : rs 7 & a se 
— ees i Pe oy hei To anes es Ya  : a ~ ‘- 
"4 = “ae pies ee — ee 2S Fag ~~ / — ee CY FJ = 
. a a a J 7 Sean a ri ‘i reat ‘ = ‘ . a 
7 * - ie ‘ ‘7 “ en f = * - ca = , a 3 
' = aa td " ae -_ “ ie dj SS 3 “eS - my S = ° . , 
a. ae ™ ms i ieaeatliat =... jad “» $=. 4 a *. > 
~-\_ & Cae j Deane Be OX , : a x ae j ‘\ : a 
SASS ee " - o. e + ‘ — = & - > s\- : -¢ ” 
a Pas ss A. mee a = a es P  * F 
‘ .* i 9 oe os Sa 7 : yee side me a poe eS he r f% 4 F 
eo ; ; . ; A eM oe oo , | vi ; 
2 ie ' Be. ee oe gees aaa _ ' * i 
‘Nad i ~4 S ™ me i a ree ig a = j = = tee > & a 
tS es a. 4 ‘te 3 = rare Soh Pap I ge temic A OF tame s : 4 - i . at 4 s 
ek a . > = — & Re adage ae = j pw , ee i 
re i rs 8 bea ¥ i ta aya ree | ~ ‘ — 
: ee 3 +, - Bes > 5 ere pee pee ee a ; 7 cull . fe 
ce eC ss > a ¥ mas, Vee tg pee rb : as ~~ : 
ip See * " ey ye ing . | ‘ts i Be 
i 3, tea + _ | ee . fe mtg be | 2 
\ | = Sa » 
ae oe ee hy: = ~ Sa > igs 
oe , 33 Rae OS - + —— . é. 
2 ¢ ie % oe Buc N .. ‘ ae ane ws Z 
Pie ony pa * a a ~ ad aS. fe a 
f —s * Ss ; a ss PENN a : he f SS a 3 
7 4 7 : os wad Rea | 29a : ~ -. a 
| a . * xe Se en > as ed 
aa + _ - e% me <P; ie Rex: s Oe Oke ee j ie aa ee Pn “TT ee A 
4 “ = a  * eae. 7 al . ep. Sa 5 
j _ 4 — wa ae 8 ae | 7p oN’ . ee oF 
4 > *, ee om ek _ ea ce” Ge o . : ad wo ” “, Pod 
- eer ie - Ci Pai w =i x eases * —— ay 
a “ Pens 2 = @ . “<8 7 <a ~ : ee . “ ry _ ) Se - r ) ‘ 
7 eat; WS, ~ . i, ‘74 — f = Se ~S % . 
4 "4 te 4 ‘ . i ae e pet ee hod < ore, > = - bs . - 
ee “ y a > ? ot . Pi z m ve o “ 2 i : e, - ’ va ".% \ : ¢ 
i . « »— e +. ‘ os, aes i ‘ ~ vip ee’ 4 . a ~ a » 8 
: “s ; vice ae . ’ ; 
- ’ 4 bi — hig, => * * j 4 4 7 Pun 4 
. = raf ~ a ola Sa — a ‘ oid —\\ Pm } a 
: - # / rs c —_ — ; — a 
3 aad j a moe reg '* 4 , 6 ae» > ™ - 
y ere Cecae ), = Seen a 
i > ot ’ . \ 
Oe. rite 4 a . ~ ea “hg q, = _ SS - 
dell 2 a © , 2 te & al « 
" +, oils 0 aabale . re “— > ea, x. * \ “ ~ : oa : 
¢ ‘ag , : Reet; —_. pom 
yl ae : or? ‘aS « <bagite ) me ey 5 o ; 
ee lal sc ° ’ a all , \S : 
. . 2 . _ af ¢ a : : > v \ 
ee , be. x é ~ ~ ne \ \ : on = 
Abe amie xs ~* : ¢ Luk WA A , > . 3 
Sot ae Satie” pF es * je \ \ \\ \ ~~ ce 
a) ‘. : - \ \ .\ 
oN, ‘~*” ee ee me \ » ; 
—_ . * — % * 
tag ed Xk o%, \\ ’ oe ~<\ %. of , i 
. ed™ a) ae AN \ 
* 4 ar me xy | ” ~ 4 <? \ 2 A = . wi 7 
ee <4 ~~ a oa , a 
: ak 2 
% cee. tet a a a ee F 1 
oa aa oe 
" ee ee, ae cae ” 
NP ee : a — 6 ae 
TS eee 
eae my me 3 
: = 26 7s z ’ % en > 
mre ee . ‘ ™ } : 2 yj ’ ‘ sa 
bee a 7 (aw “on ( 4 
a ae .. se ; 2 
i : a i i. a ea a : ™ ; 
Emp ae. as + teen : 5 -_ . j i 
' - 2 , i 
Ae = : < BS 
ty a & er. oo a - _ 
= t as; - Pa. a , _ . a 
: ; 4 < as j ‘ _ 
i ve * » £-. ‘a _ e 
; 2 d « fs t< 3 $ a 
{ Do es , 
= 5 : 4 ’ : 
Cae ‘ Pw t's 3 i” , ; ' Ee 
— ' ~ 7 a i “4, : r er : 
Se Sa \ - i=. : 
were 4' : \ ¢ t MW io @ 
Sea _~ Te SNS y * 
7 s oe ° F f ¢ AD 3 i 
— Z Pa'), .elg ft 
‘ Re r : 4 ab ’ , ; 
om ee eee vse the Tribune! 
NG CH 
yi 1 
KV dal | 70 
P RNY 07, 
\ SRY hi 
4 ao alll (7222 
. wiih 
: SS — 
= 7 | a 
—, 
E I. | 
: 2 v3 Aa 3 \: a <= co ee . ee ay os ‘ = a a ee ee ‘ fen ipl = fe Ss at Re ee se F & ; ‘ oa Ss oe ote “7 iit: of ‘ ; ees Pare 
eee so = ps ee ee ae | Pa ™ 7 od, Ae. Fie aa Oe ay es ee A te ee de Be “ v a de ae es ne Se er ee, 
s a MS = Fie can Si Psa . ai A a. orks ete a - Ss 2 + ae ss * Ss ey = ane PE , i My Pee aa 4 ot ee: ea Pe 
_ Cay : “\ ee ae aE 4 : 1B bef ty a “4 sent, : ve : : Br a oe ia : skits Lea 7 6 aa a Sad ee i rem a se ee oe 
- 3 pl ae yt % ? E rae. <a : . “a ai ‘5. er ae , lee 


s 
& 
Ps 


20 


ADVERTISING AGE 


June 2, 1941 


Used Car Institute 
on Tour of Country 

A Used Car Institute sponsored by 
14 manufacturers of reconditioning 
equipment and materials is touring 
important cities throughout the 
country conducting a series of edu- 
cational meetings for car dealers, 
used car managers and_=e service 
managers. The institute, says Motor 
for May, is trying to assist dealers 
to cut costs in reconditioning used 
cars and also to increase service 
profits by means of better trained 
personnel, time saving equipment 
and methods, and up-to-date mer- 
chandising ideas. 

Lectures, motion pictures, and 
brief playlets are being used in the 


Mass production methods 
make Artkraft superior 
quality available at com- 
petitive prices. 


vy ARTK 


SIGN CO, LIMA, 


A 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


| programs which have been success- 


}ful in 


attracting several hundred 
dealers in each city visited so far. 


New Industrial Crop 


‘for Texas 


For several years Texans have 
been hearing that their state holds 
definite possibilities for the profit- 
able production of castor beans. 
Extensive experiments in growing 
castor beans in Texas have been 
conducted during these years and 
now it appears wholly probable that 
the admitted potentialities of this 


industrial farm crop will shortly be | 
into actuality, according to} 


turned 
The Texas Digest. 

One ray of hope has 
lifting of restrictions on 
castor plants due to the national 
defense program and placing the 
crop under the parity payment plan 
of the AAA program. In addition, 


been the 


‘the Industrial Farm Crop Associa- 


tion has selected the castor bean 
for development as a commercial 
crop after completion of numerous 


growing | 


tests carried on over a period of 
'more than 10 years to determine its 
productivity and commercial uses. 

Besides its use for medical pur- 
| poses and to a limited extent as a 
lubricant, castor oil is used in the 
dyeing of cotton fabrics with aliza- 
rine. It enters into the manufac- 
ture of certain soaps, of linoleum 
and oilcloth, imitation leather, fly- 
paper, typewriter ribbon inks, rub- 
ber substitutes, and has a part in 
an important oil purification pro- 
cess. Furthermore, the stalk of the 
castor plant will be in demand as 
the production of plastics increases. 
Possibly, too, the leaf of the plant 
may have a place in industry as an 
insecticide. And the root structure, 
left in the earth to decay, has defi- 
nite value as a fertilizer, being 
highly nitrogenous. 


Houses Built in 

Jig-Time for Defense 

| Prefabrication and a new idea in 
financing are the novel features of 
the 500-family Audubon Village 
(New Jersey) defense housing pro- 
ject sponsored by the _ Federal 
| Works Agency, Engineering News- 
| Record for May 22 points out. Field 
erection of 20 houses of wood frame 
and plaster construction each day 
was made possible by jig fabrica- 
tion of panel sections and partitions 


What 


Is it unforced 


21%. 


POPULA 


makes a medium 


200d ¢ 


Is it pictures? Then Popular Mechanics qualifies. A recent typical 
issue contained 535 illustrations in the editorial sec- 
tion, of which 329 were photographs. 


Is it feature articles? That issue of Popular Mechanics carried 
17 feature articles of current importance. 


Is it variety? Variety broadens reader interest. The issue of 
Popular Mechanics under scrutiny covered 231 differ- 
ent and distinct subjects. 


circulation at full list prices? Popular Mechanics 
has not made a circulation drive for over three years 
and 99.52°% of its subscribers and newsstand buyers 
paid full list prices for this 25-cent magazine during 
the second six months of 1940. 


Is it family income of readers? The last family income study among 
Popular Mechanics’ readers showed 65.5°% earning 
$2000 or more, and the national percentage is around 

That study was made before defense work 

began raising the incomes of mechanical men. 


Is it cost of reaching readers? At even the one time rate you 
can reach over half a million subscribers and news- 
stand buyers of Popular Mechanics for less than 
one-sixth of a cent per man. 


Yes, by whatever standard you judge a magazine 
as an advertising medium to sell goods to men 
for their homes, businesses, or pleasures 
Mechanics stands at the top. 


orce 


200 East Ontario Street, Chicago * New York « Detroit * Columbus 


~ 


Popular 


| shipyard 


CLUB LEADERS AT BOSTON SESSION 


Among the club directors at the AFA meet were (left to right): Howard Min- 

nich, new president, Columbus Advertising Club; Catherine C. Lacey, president, 

Women's Advertising Club of Philadelphia; Paul A. Kelly, Columbus Advertising 

Club; Rose Marie Kelley, Women's Advertising Club of Philadelphia; and Gus K. 
Bowman, retiring president, Columbus Advertising Club. 


The jovial group seated about the table 

Psychological Corporation, Chicago; Helen McCarthy, Providence; R. V. Boom, 

Davenport, la.; Grace Foley, Providence; W. B. Carr, Time, Inc., Chicago; 

Matilda L. Clark, Dickie-Raymond, Boston; and John Hollingsworth, lowa Public 
Service Company, Davenport. 


(left to right) includes Ruth Callender, 


in an assembly shop near the site. 
The sale or lease arrangement to 
workers, known as_ the 
“Camden Plan,” utilizes mutual in- 
surance principles to provide low- 
cost home ownership. 


Stone Elected President 
of Art Directors Club 


Loren B. Stone, Compton Adver- 


tising, has been elected president 
of the New York Art Directors 
Club, succeeding Lester Jay Loh, 


J. M. Mathes, who becomes a mem- 
ber of the executive committee. 

Others elected were: first vice- 
president, Fred Ludekens, Lord & | 
Thomas; second vice - president, 
William H. Schneider, Donahue & 
Coe; secretary, Cecil Baumgarten, 
Morse International; and treasurer, 
William L. Longyear, Pratt Insti- 
tute. 


Reappoints Amos Parrish 


Enna Jettick Shoes, Inc., Auburn, 
N. Y., has reappointed Amos Par- 
rish & Co., New York, to handle its 
advertising. The agency formerly 
handled the account from 1935 
through 1938. David T. Levine is 
account executive. 


Expands Offices 


John Falkner Arndt 
Inc., Philadelphia, has 


Compan) 
remodeled 


its offices in the Lewis Tower bldg., 


and has taken an additional half- 


. floor above its regular quarters. 


Fernow to Lefton 

Gordon Fernow has resign 
from the Chilton Publishing Co: 
pany to join Al Paul Lefton Co: 
pany, Philadelphia, as assistant 
the media department director. 


cas 0F KNOWING pp 


\t ~~ 


LAUREL IMPROVED 
OFFSET LITHOGRAPHY 


for EFFECTIVE, ECONOMICAL 
BOOKLETS + FOLDERS 
MAILING PIECES 
BLACK & WHITE. COLOR WORK 


FREE DESCRIPTiVE 
MANUAL ON REQUEST 


SINCE 
LAUREL PROCESS COMPANY SpEaaianme 
480 CANAL STREET, NEW YORK TO KNOW 


WaAlker 5.3030 ® 


BALTIMORE INSTITUTIONS: 


LEXINGTON MARKET 
One of the oldest public 
markets in the U. § 


AND’S PIONEE® 
BROADCAST STATION 


WFBR is Baltimore's first station—and Baltimore’s own stati 
It is owned and operated by Baltimoreans in a distinct: 
*‘Baltimore manner”’. That’s why it’s accepted as a Baltimore ' 
stitution—and that’s why your radio advertising on WFBR h 


GOINC MUTUAL OCT. 1 


extra “‘pull’’! 


NATIONAL REPRESENTATIVE 
EDWARD PETRY & COMPAN © 
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Chaos Hampers 
Use of Foreign 
Language Press 


Boston, May 27.—Chaotic condi- 
tions existing in the foreign lan- 
guage newspaper field make the use 
of this medium extremely difficult 
for advertisers, T. Norman Tveter, 
media director of Erwin, Wasey & 
Co., told the New England Foreign 
Language Newspapers Association, 
meeting in conjunction with the 
AFA here today. 

Pulling no punches, Mr. Tveter 
presented his listeners with a 
straight-from-the-shoulder  discus- 
sion of the problem from the space 
buyer’s point of view. Some of the 
‘haos, he declared, may be unavoid- 
ible, but many of the headaches 
nake it “practically impossible to 
resent a clearcut analysis of the 
foreign language newspaper situa- 
tion.” 

Lack of uniformity of rates, dupli- 
cation of representation, the need 
for improved translation techniques 
nd for standardized circulation fig- 
ures and incomplete market data 
were enumerated by Mr. Tveter as 
being among the chief stumbling 
blocks which contribute to the seri- 
ousness of problems facing foreign 
language publishers. 

“Since 1923 there has been a 
teady decline in the quality and 
quantity of the foreign language 
press,” the agency man remarked. 
“At the same time, in recent years, 
because of increased costs of produc- 
tion, because of increased state and 
federal taxes and for other economic 
reasons, including higher’ union 
wage levels, the cause of the foreign 
language press has been hindered 
appreciably, accounting for the 
dearth of first-rate newspapers and 
the steady decrease in number and 
quality. 

“Some papers have cut through all 
this and survived—why not more? 
There are certain fundamental con- 
ditions existing in the foreign lan- 
guage field which must be corrected 
to improve salability and acceptance 
by advertisers.” 

At the present time there are ap- 
proximately 1,120 foreign language 
newspapers in the United States, 
Mr. Tveter said. Only 90 of these 
publications are listed in Standard 
Rate & Data Service. Of these only 
19, or 21 per cent, are Class A 
papers or members of the Audit 
sureau of Circulations. 


Dunlap Named Manager 
John S. Dunlap has been named 
manager of the New York office of 
H. Armstrong Roberts pictorial pho- 
tography, succeeding James Tracy. 
Michael M. Stukane has also joined 
the New York organization, whose 
new offices are at 847 Graybar bldg. 


Towne Named 


Joseph R. Towne, formerly on 
the New York sales staff of Prome- 
nade, has been named manager of 
the Chicago office, with headquar- 
ters at 410 N. Michigan avenue. 


!HOTO-ENGRAVING in color process 
biack and white, Ben Day, line. 
\ ET PROOFING on Four Claybourn 
“tomatic 4-color proofing presses. 

. DAY and NIGHT SERVICE... 
S08 E. 45th Street, New York, N. Y. 
Vhones: MUrray Hill 4-0715 to 0726 


Honors Alexanderson 
The Advertising Club of Schenec- 
tady, N. Y., has presented to Dr. 
Ernst F. W. Alexanderson, consult- 
ing engineer of General Electric 
Company, its annual award given 
each year to an outstanding man 
or woman whose accomplishments 
have brought the city favorable 
publicity. Dr. Alexanderson is 
noted for a long list of scientific 
contributions to radio. 


Joins Joseph Katz 


A. R. Bochroch, former Baltimore 
office manager for National Transit- 
ads, has joined the Joseph Katz 
Company, Baltimore, as manager of 
the merchandise department. He 
previously was with Collier Adver- 
tising Service, New York, and with 
Iodent Chemical Company. 


CONVENTION TRIO AT BOSTON 


Members of this threesome at the AFA parley are John Donnelly, John Donnelly 
& Sons, Boston; E. Allen Frost, Outdoor Advertising Association, Chicago; and 
Dan Holland, John Donnelly & Sons. 


To Lee-Stockman 


The following companies have 
named Lee-Stockman, Inc., New 
York; their agency: Natural Prod- 
ucts Refining Company, Jersey City; 
General Atlas Carbon Company, 
New York: Charles Ross & Son, 
Brooklyn; Howe Folding Furniture, 
New York; Burns, Kimball & Co., 
New York; Ratsey & Lapthorn, City 
Island, N. Y.; Mystic Shipyard, 
Mystic, Conn.; Peekskill Nurseries, 
Peekskill, N. Y.; and Basic Varnish 
and Research Company, Brooklyn. 


Hoffies Names Fling 

Hoffies Company, Chicago fran- 
chise lunch-room system, has ap- 
pointed Ray Fling, formerly on the 
editorial staffs of Restaurant Man- 
agement and Hotel Management, as 
public relations director. 


Old ents 


Test 


they stand the test of time... 


HE same parallel applies on radio stations, particularly Yankee Network 


radio stations in New England. You can depend on them because they ve 


To 
FIRST NATIONAL 
STORES ... 


Please accept the thanks of 
John Shepard III and all of 
us at Yankee for the 

renewal of your radio cam- 
paign for the 7th consec- 


utive year. 


LINUS TRAVERS 


are 


proven their worth by years of service. 
On the listeners side, the nineteen Yankee 
Network stations enjoy the acceptance and 


loyalty given only to old friends of established 


Vice President 


acquaintance, the good neighbors who have 
been part of the community for years. It’s the 


only way to get acceptance as complete as the 


coverage, in all key markets of New England. 


Friends 


WNAC 
Boston 


WTIc 
Hartford 


WEAN 
Providence 


WTAG 
Worcester 


Wicc 
Bridgeport 
New Haven 


WCSH 
Portland 


WLLH 
Lowell 
Lawrence 


WSAR 
Fall River 


WLBZ 
Bangor 


WFEA 
Manchester 


WNBH 
New Bedford 


WBRK 
Pittsfield 


WNLC 
New London 


WLNH 


Laconia 


WRDO 
Augusta 


WCOU 
Lewiston 
Auburn 


WHAI 
Greenfield 


WSYB 
Rutland 


WELI 
New Haven 


ne YANKEE NETWORK, INc. 


21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., INC., Exclusive Nati 
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MIXED GROUP 


Talking things over at the Boston AFA 
sessions are J. J. Caddigan, Boston Edi- 
son Company; W. J. McDonald, New 
England manager of Time; Ray Garvin, 
Parkersburg, W. Va.; William B. Carr, 
Western manager, Time, and president 
of the Chicago Federated Advertising 
Club. 


Mutual Rebukes 
NAB, Networks 
in White Paper’ 


Claims Both FCC 
Report, Mutual-ASCAP 
Pact Misrepresented 


New York, May 27.—Charging 
that the FCC monopoly report and 
the Mutual-ASCAP agreement have 
been grossly misrepresented to both 
the radio industry and the public, 
Mutual Broadcasting System last 
weekend issued a stinging rebuke to 


the NAB, NBC and CBS in the form | 


of a “white paper” analyzing the 


causes and effects of the report and | 


agreement. 

While Mutual admits that it 
“would not have recommended one 
or two features of the new regula- 
tions,” the paper defends the FCC 
report with few reservations and 
declares that the Commission’s legal 
power to regulate the radio indus- 
try is “overwhelmingly established.” 

Replying one by one to charges 
made by “other interests” which 
have tended to “becloud the issues 
and to distort both the contents and 
the effect’ of the FCC report, the 
white paper denies that the order 
would abolish network broadcast- 
ing, do away with the American 
system of broadcasting, bring chaos 
into the industry, paralyze freedom 
of the air, threaten the continuance 
of the network program service, 
lead to government ownership, pre- 
vent reasonable and 
business relationships 


continuing | 
between a/ 


network company and its affiliates | 


or prevent a_ station 


from having } 


the right to first call on the pro- | 
grams of the network with which | 


it is affiliated.” 
Charges Vast Empires 


Mutual 
CBS, as 


claims that NBC 
“beneficiaries of govern- 


and | 


ment franchises,” had “created vast 


DEPENDABLE 
MARKET RESEARCH 
TABULATING 
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RECORDING & STATISTICAL CORP. 


102 Maiden Lane, New York, N. Y. 


BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 
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and immensely profitable industrial 
empires” and then “used the very 
privileges which they had received 
as a source of power to tie the Gov- 


ernment’s hands and to prevent 
effective action.” 
After reviewing phases of the 


FCC report which deal with NBC 
and CBS methods of operation, 
Mutual denies having had a hand 
in initiating the FCC proceedings 
and observes that “like all other 
organizations and persons affected,” 
it furnished information and stated 
its views to the Commission. Mu- 
tual was compelled to resign from 
the NAB, the paper’ continues, 
yecause the NAB “identified itself 
with the views of NBC and CBS.” 

Declaring that the “evils” against 
which the report is directed have 


ADVERTISING AGE 


been “permitted to grow unchecked 
and to accumulate,” the paper con- 
cludes that after the industry has 
familiarized itself with the actual 
text and meaning of the new regu- 
lations it will find that “the dire 
prophecies of some of its self-con- 
stituted spokesmen will not even- 
tuate in fact, and that, on the whole, 
the Commission’s action will tend 
to promote and not to injure suc- 
cess und progress in a truly Ameri- 
can system of broadcasting.” 


To Pay “Fair Share” 


With regard to the Mutual- 
ASCAP agreement, the paper claims 
that NAB is opposed because “if 
the pattern is followed, the other 
networks will have to submit to 
paying their fair share of music 


costs, for the first time.” NBC and 
CBS “have heretofore escaped pay- 
ing any music performance fees to 
ASCAP on over half of all network 
revenue (about one-fourth the 


revenue of the entire broadcasting 


industry) for some nine years.” 
Charging that the agreement has 
been distorted by “NBC and CBS 
and their NAB spokesmen,” the 
paper declares that “actually, the 
new agreement makes available to 
Mutual and its affiliates the un- 
equaled repertoire of ASCAP music 
at terms more reasonable than have 
heen enjoyed by broadcasting sta- 
tions at any time since 1933” and 
concludes with the observation that 
if this agreement were accepted by 
the remainder of the industry it 


hensible discriminatory advantage 
enjoyed by networks at the expense 
of independent stations since 1932.” 

The paper was signed by Fred 
Weber, general manager, and ap- 
proved by Alfred J. McCosker, 
chairman, and W. E. Macfarlane, 
president. 


COLONIAL AFFILIATES 


TAKE CONTRACT STAND 
Boston, May 27.—Radio - sta- 
tions affiliated with the Colonia 


network, by a 16 to 1 vote, adopte 
a resolution last weekend pointins 
out that they did not approve th: 
ASCAP blanket contract entere 
into by the Mutual Broadcastin 
System and outlining the steps the: 
| have taken. 


“would put an end to the repre- Representatives of 19 statior 


DAN CUPID has been accused of many 
things in his time but he’s rarely accused 
of what he really is: Your Star Salesman! 


IT TAKES EMOTION TO MOVE 
MERCHANDISE... 
BETTER HOMES & GARDENS IS 


There’s a natural affinity between the ring 


of wedding bells and the ring of cash reg- 
isters. The charmed circle for nationally 
advertised merchandise is the wedding ring 


...and no mistake! 


Now, where do these Just Marrieds look 
for guidance on home-building, home fur- 
nishing, meal-planning... yes, on Blessed 
Eventing and what-not? In the pages of 
Better Homes & Gardens! Because this 
magazine is emotionally attuned to their 
problems. Its editors don’t dip sage advice 
out of inkwells; they £zow what it’s all 
about! Their advice is usable, practical, 


within easy purse-range. 


Small wonder Better Homes & Gardens 
becomes A Guide to Living to so many 


brides and grooms each year! It mirrors 
the mode of life they want to lead. Its 
pages are always fresh, newsy, filled with 
down-to-earth information that really 
counts...that helps them get more out of 
suburban life, whether they live in big towns 
or small towns or in-between. 


The marital moral is simple. If you, Mr. 
Advertiser, are interested not in just reader: 
but in readers who wear wedding rig/. 
Better Homes & Gardens offers an idea! 
union of mass-and-class: 2,200,000 fam- 
ilies who are home-hearted and quaiity: 
minded. ..and who have the money to bu! 
what you have to sell! 


Meredith Publishing Co., Des Moine:. 
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were present at the meeting at 
which the resolution was adopted 
May 23, with two of them casting 
no vote on the question. The reso- 
lution declared that, since a ma- 
jority of the Mutual affiliates ap- 
proved the contract, “we will allow 
the Colonial network to deduct 
three per cent from their payments 
to us on Mutual commercial pro- 
grams, Colonial to rebate same to 
Mutual for payment to ASCAP.” 


Ban Mutual Statement 


The stations said they would not 
broadcast any Mutual sustaining 
programs which contain a statement 
similar to the following: “Remem- 


yer, Mutual is the network that 
10w broadcasts all your favorite 
nusic.” When not carrying Mutual 


musical sustaining programs, the 
representatives voted not to allow 
any deduction for sustaining pro- 
grams to be made by the Colonial 
Network for payment to Mutual. 
The resolution added: 


Deduction Explained 


“Be it resolved further, however, 
that when statements similar to the 
above are removed from Mutual 
musical sustaining programs and 


they are fed to us, we will allow a | 


monthly deduction on such pro- 
grams to be made by Colonial of 
three-eighths of our 1940 sustain- 
ing fee or our highest one hour 
rate, whichever is lower.” (In the 
case of stations doing a business of 
less than $50,000 a year, the deduc- 
tion is $1 per month.) 


Aim New Arrid 
Campaign at Men 


Another deodorant manufacturer 


will launch a campaign in June 
appealing specifically for male 
acceptance, when Carter Products 


Corporation releases copy for Arrid 
in Esquire. 

The product has been promoted 
regularly in a long list of women’s 
magazines. Small & Seiffer, New 
York, is the agency. 


Opens Seattle Branch 
Ross Roy, Ince., Detroit agency, 


has opened a branch office in Seat- 
tle, Wash., in charge of Kirby Tor- 


rance. Alfred L. Goldblatt will be 
associated with the Seattle staff. 
Offices are in the White-Henry- 


| Stuart bldg. 


MORE THAN 2,200,000 FAMILIES 
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Home Market 


WIN HONORABLE MENTIONS 


Honorable mentions in the Josephine Snapp trophy competition were presented to 
(left to right): Hilda Schallock, president, Women's Advertising Club of Mil- 
waukee, who accepted the award for Dorothy Kennedy, Ed. Schuster & Co., Mil- 
waukee; Viola Schlacks, Philadelphia & Reading Coal & Iron Company; Nan M. 


Collins, Foundation for Clinical & Surgical 


Research; and Marie Jo Carr, Women's 


Advertising Club of St. Louis, who received the award for Catherine Gunn, St. 
Louis Board of Education. 


Beatrice Adams 


Gets Snapp Award — 
at AFA Convention — 


Boston, May 26.—Beatrice Adams 


of St. Louis, copywriter for the 
Gardner Advertising Company, to- 
day was awarded the Josephine 


Snapp Award for 1940 at the open- 
ing luncheon session of the Adver- 
tising Federation of America 
vention. 


con- 


The award is presented each year 
by the Women's Advertising Club 
of Chicago in honor of the memory 
of Josephine Snapp, former presi- 
dent of the Chicago club and vice- 
president of the AFA. 

The trophy, a_ beautiful silver 
vase, is awarded to the advertising 
woman who in the opinion of the 
judges has made the most outstand- 
ing contribution to advertising dur- 
ing the year. The trophy was 
presented to Miss Adams by Elon 
Borton, president of the AFA, 
following a presentation speech by 
Mrs. Prudence Allured, retiring 
president of the Chicago club. 


Others Honored 


Although the club’s original in- 
tention was to give only one award, 
entries in recent years have been 
so outstanding that certificates of 
honorable mention have also been 
awarded, and this year was no 
exception. Four such certificates 
were distributed at the luncheon, 
going to Viola Schlacks, advertising 
manager, Philadelphia & Reading 
Coal and Iron Company; Catherine 
Gunn, St. Louis Board of Educa- 
tion; Dorothy Kennedy, Ed. Schuster 
& Co., Milwaukee; and Nan M. Col- 
lins, Foundation for Clinical and | 
Surgical Research, Philadelphia. 

The work which won the award 
for Miss Adams included material 
she prepared for Ry-Crisp and 
other Ralston products, for Stoke- | 
ley’s foods, and for Pet Milk. 

Judges of this year’s competition | 
were Paul Garrett, AFA chairman; | 
Henry Obermeyer, Consolidated 
Edison Company of New York; 
Prof. Lloyd Herrold, Northwestern 
University; J. Kenneth Laird, | 
Young & Rubicam, Chicago; and | 
Helen A. Holby, director of the club | 
contact division of the AFA. 


,Paint Co. 


To Merkin Paint Co. 


Harry Tankoos, Jr., has been ap- 
pointed advertising manager of | 
M. J. Merkin Paint Company, New 


York. He was formerly vice-presi- 
dent in charge of advertising at 
U. S. Plastic Craft Corporation, 


New York. 


Edelmann Names Agency 


FE. Edelmann & Co., Chicago, 
maker of automotive replacement 
parts and specialties, has appointed 
Burlingame & Grossman, Chicago, 
to handle its advertising. A busi- 
ness paper and jobber-aid program 
is to get under way during June. 


a 


_ 


Beatrice 

Company, St. 

Josephine Snapp trophy from Elon Bor- 
ton, AFA president. 


Adams, Gardner 


Louis, 


Advertising 


receives the 


Judge Imposes Fines in 
Denver Food Case 


Federal Judge Foster Symes has 
imposed fines totaling $9,000) on 
Miller Grocerteria and its president, 
Morris Miller, on nolo contendere 
pleas to charges of violating anti- 
trust laws in connection with food 
distribution in the Denver area. 

Previous pleas of not guilty were 
withdrawn by the defendants, who 
were the only ones among the 15 
individuals and corporations in- 
dicted last Jan. 28 to indicate they 
would fight the case. All were 
charged with conspiracy to fix and 
maintain wholesale and retail food 
prices and control distribution in 
the area. The food price indict- 
ments have resulted in fines total- 
ing $54,300. 


Donovan-Armstrong Quits 


Donovan-Armstrong, Philadelphia 
agency founded in March, 1911, will 
cease active business June 30 and 
its two partners, H. M. Donovan 


land J. C. Armstrong, will retire 
from the field. They announced 
|that only previous commitments 
|and obligations would be fulfilled 
after the June date. 


~\NEAT TRICK) 
A__ Zw. 


ONLY THE TWINS 


COVER THE TEXAS GUL 
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National Representatives 
THE BRANHAM COMPANY 
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burgh district showed a gain of 8 
per cent in 1940 over 1939 which is 
noteworthy because the recovery in 
this field is naturally slower than 
in retail trade. With 100 represent- 
ing the 1929 volume, the index fo) 
wholesale trade at the beginning o: 
1941 was 57.9 per cent, as compared 


responsible for at least a portion 


‘ Pittsburgh, Defense Arsenal, ° ¥ a eemnd Pans 
mm = Takes Its Boom in Stride 


fm 


by Pittsburgh district manufactur- 
ing concerns, undertaken since the 


All Curves Shoot Up, 
But City Is Ready for 
More Business 

By RAYMOND G. GIBNEY 


Pittsburgh, Pa., May 29.—The 
“nation’s greatest industrial city” is 


playing the greatest role of its long | 


history in Uncle Sam’s feverish pro- 
gram of national preparedness. 
With a billion dollars in war orders, 
Pittsburgh district mills and fac- 
tories are busy day and night, turn- 
ing out a constant stream of vitally- 
needed defense materials, and 
payroll, employment and _ business 
indices have risen to the highest 
levels since the first World War 
when a Pittsburgh workman thought 
nothing of paying $8 for a silk shirt 
and $25 for a pair of shoes. 
Significant of what is happening 
in this city is the effect on the street 
car company. For the first time in 


PITTSBURGHERS SPEND DEFENSE DOLLARS 


| seat, 


beginning of the national defense 
program, have been completed or 
are nearing completion. These com- 
panies include the Mesta Machine 
Company, Carnegie-Illinois Steel 
Corporation, Federal Enameling & 
Stamping Company, Union Electric 
Steel Company, Babcock & Wilcox 
Company and Standard Steel Spe- 
cialty Company. It is estimated 
that these expansions have or will 
create employment for 12,650 addi- 
tional workers. 

In the local spotlight as the most 
glamorous project directly attribu- 
table to the nation’s all-out defense 
efforts is the new $5,221,000 pro- 
peller blade plant of the Curtis- 
Wright Corporation at Beaver, Pa. 


/Ground for this immense undertak- | 


ing was broken on April 24 and | 


|construction is progressing rapidly. 


This plant will provide employment | 
for about 4,000 workers and will | 
transform a heretofore quiet county- 

college town into a_ bustling | 
industrial center. | 


é ars, it is -rati at < : Building Program Started 
senile neg eat dake z Increased earnings resulting from the national defense program stimulate trade uilding . 
sete ae Txey siekiaiiiinn trolleys. throughout the busy area. This is a pre-holiday view of shoppers at Kaufmann’s More than $100,000 will be spent | 


The problem of traffic, always a 
difficult one because of the narrow- 
ness of the city’s arteries, has be- 


come so acute that a long-range money to spend and are spending it. armament program and its effect modernization of existing buildings 
program of by-pass highways, ele- However, the boom is. most | on Pittsburgh business and indus-/|at its new plant at Callery, Butler 
vated boulevards and cloverleaf |D0ticeable in the smaller towns sur-| try that figures change from day County. The Fort Wayne Corru- 
separators has just been under-| rounding the city where the big|to day—always upward. In the gated Paper Company is building 
taken. mills and factories are located. Mc- | first two weeks of April, the Army | @ $300,000 plant in Stowe Township | 

” Keesport, Clairton, Duquesne, Ali- | and Navy poured approximately 10 which will employ about 200 per- | 

Smaller Towns Get Boom quippa, McKees Rocks, Ambridge, | million dollars worth of new de- | 5°": The Duquesne Light Com- | A downpour doesn't deter these Pitts- 

Although there has been a slight | Braddeck, Homestead, East Pitts-| fense orders into the Greater Pitts- |P@Y announced last month that it) burgh shoppers, who throng the down 

trend toward decentralization in the | burgh, to mention a few, have had burgh industrial area, which com- plans to spend $50,000,000 in a pe section. This is ' _— owe on 
past decade the majority of Pitts-| an amazing resurrection, with prises all the territory within a large-scale power expansion pro- ’ page Pg pl a main 
burgh’s business and commerce is | streets alive with people, stores, | j99_ ile radius of the elty ihe wee gram over the next few years, with . 
still transacted in the immediate | restaurants and recreation § estab- the laramst amount am ees peng approximately 13 millions being | z " ore 
downtown area known as_ the | lishments jammed, and new hous- \ 444 neriod since Oct. 1-18, 1940 spent currently on a new power sta- | pouring ous Se the suburban areas, 
“Golden Triangle.” It is estimated | ing being erected on every hand. | .4., aaieemeneesh antues totaled 20 tion and an additional 80,000- | many “ whien have shown phe- 
that from 50,000 to 100,000 more Even the “ghost” towns near long- nitions : horsepower turbo-generator to the ny oven th in the past decade 
people daily flow in, through, and | idle coal mines and coke ovens have Ansardine eens vate James H. Reed Power Station. arm lands of ten years ago now 
out of the Golden Triangle now been brought back to virile life by 4.13) direct. Army and. Navy pon Other major industrial expansions are highly developed, modern and 
than before the start of the national the re-opening and re-working of | ccts with Pittsburgh district under way include a $5,000,000 by- | bustling suburban towns. A case 


defense program. 
centage of this 


The biggest per- 
increase is repre- 


department store, and everyday crowds are almost as large. 


sented by shoppers who now have | 


these indispensable auxiliaries to 


ithe bustling iron and steel industry. 


ae 


“ 


new advertising campaign. 


a> 


: 7 ADVERTISING COPY CARRIES 


A manufacturer of electrical equipment needed a 


to both homes and industries had been low. 
basic selling appeals were the same for both types 


Sales of their appliances 
The 


So rapid is the tempo of the re- 


now amount to 
$118,002,000. This, however, is 
only a small part of the real total 
of defense business that has accrued 
to Pittsburgh industry since the 
preparedness program got under 
way. 

It is estimated from annual re- 
ports of individual companies and 
from industrial and trade associa- 
tion reports that all business at- 
tributable to defense in the Greater 
Pittsburgh region amounts to just 
about one billion dollars. About 
500 millions of this represent steel 


manufacturers 


of industries for which Pittsburgh 
is equally famous—aluminum, glass, 
foundry equipment, machine tools, 


marine equipment, wire, gas and oil 


by the Mine Safety Appliance Com- 
pany, a heavy producer of defense 
orders, in new _ construction and 


product coke project at the plant 
of the Monessen Coke and Chem- 
ical Company, a subsidiary of the 
Pittsburgh Steel Company, at Mo- 
nessen, Pa., and a $4,000,000 battery 
of 45 by-product coke ovens at the 
Weirton Steel Corporation, a sub- 
sidiary of National Steel Corpora- 
tion at Weirton, W. Va. 


New Stores Planned 


Representing Pittsburgh’s most 
extensive retail expansion in recent 
years, two of the city’s newest and | 
largest stores are nearing comple- | 
tion and are expected to be open | 


United Drug Company has just pur- 
chased a site for a new $250,000 | 
warehouse and will start building 
operations shortly. 


Pittsburgh is unusual as far 


Boe “wi machinery, appliances, ete. retailing is concerned in that it is | 
Bn} of customers. But the applications of the products tailing is concerned in that it is 
Sat - ke — , essentially a department store 
ges 4) were entirely different Payrolls at Peak - , 
Be 4 4 y . town. The Greater Pittsburgh 
eo ee The statement that Pittsburghers arket is serve r six aior de- 
Sabigg 3 A complete analysis was made of both markets. jars ssi \sburghers | market is served by six major de 
+ a N Seth: dd ti dverti today have more money to spend) partment stores, one of which 
ARYS ew, striking an FEMENC SVE ising Spposs were than at any time since 1929 is Kaufmann’s—is said to do a larger | 
PR discovered. A new sales presentation was devel- founded on fact. The current in-| volume of business annually than 
A oped. dustrial payroll is estimated fairly any other department store between 
+ . di di | . 4 dual th accurately at $34,762,500. This com- | New York and Chicago. As a whole, 
a Sales increase immediately. n act, uring sd pares with $25,750,000 in the here- | Pittsburgh department stores have 
fee following year, that firm had the highest sales in tofore golden era of the late °20’s.|a larger sales volume per capita of 


j its whole history. 
: 


pee That manufacturer's agency now builds every piece 
of advertising and every salesman's presentation on 


According to the University of 
Pittsburgh Bureau of Business Re- 
search, employment in all phases of 
manufacturing and production in 


population than do the stores of any 
other city. 


Department Store Sales Soar 


ie 

ge: sound, practical research. the Greater Pittsburgh district in According to the University of 

ged . ; _- the first three months of 1941 was/Pittsburgh’s Bureau of Business 

4 Many agencies set aside a part of every advertising ahead of any three-month period of |Research, department store sales in 

; ee budget for marketing research. They believe it is 1940 and was up 13.9 per cent over the four weeks ended April 19 were | 

2 Bate ae good business to spend up to 2°, of the appropria- the first quarter of last year. Inj almost 36 per cent ahead of those 

J ye tion to guarantee that the other 98°/, will be spent addition, new employment for 12,- | in the corresponding four weeks of | 

Fs ie most effectivel 750 persons is promised by 16 de- | 1940. Total sales by Pittsburgh de- 
on - effectively. ° wis epansi . . 

4 is fi fense plant expansions to be under- | partment stores during the 16 weeks | 

7 » J May we show you how practical research will make taken in the Greater Pittsburgh ended April 19 were approximately 

ia? advertising sell more? area between May 1 and Sept. 1, | 14 per cent above those in the com- | 

according to the latest report of the parable period of 1940. The same 

C C C Pittsburgh Commission for Indus- | authority reports that the | 

trial Expansion. Just to keep the | dollar sales of all retail stores re- 

° a H A P E L L. E records straight, however, it must | porting to the Bureau averaged $9 | 

Marketing Research and Merchandising be mentioned that employment in | in 1940 against $8 in 1939. Depart- | 

. |= 540 North Michigan Ave., Chicago « Whitehall 7710 some economic divisions, particu- ment store sales in 1940 were 9.1 | 

a larly mining, railroads, and build- | per cent above the preceding year, | 

ing and construction, is lagging | compared with the average national 


behind 1929 levels, although tech- 
nological advances are said to be 


gain of about 7 per cent. 


The wholesale trade in the Pitts- 


adequate for 
steps are being taken to foresta] 
shortages that may arise. 
ment-financed housing projects a1 
planned for 
Ambridge, Ellwood City and oth« 
industrial sectors of Western Penn 
sylvania. 


| built up to the point of 
Pittsburghers have been 


with 72.9 for the retail trade. 


Housing Facilities Adequate 
Pittsburgh’s housing facilities ar 
the time being an 


Govern 


Beaver, Alliquipp: 


With the city itself more or le: 
saturatior 
steadi) 


BUSY SHOPPERS 


in point is Mt. Lebanon Township 
best known of the city’s higher- 
class residential sectors, whic! 
jumped in population from 2,258 i 
1920 to 19,227 in 1940, to become 
the fastest-growing municipality in 
Pennsylvania. 

Residential Building Up 
Private residential building 
Pittsburgh’s non-industrial suburb 
while it has been booming for th: 
past 20 years, even during the d 
pression, has been further accele: 
ated by the national defense pr 
gram and the increased purchasing 


and steel products, while another for business this fall. They are | its it we brought og it. 
orders for electrical products. The | Spear & Co. furniture chain. The | 
remainder is shared by a variety y : 
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BLAST FURNACES HELP BOOST U. S. DEFENSE MATERIALS 


A major part of Pittsburgh's defense activities centers these days about the manufacturing of vital steel at busy mills such as 
these Carrie blast furnaces of the Carnegie-Illinois Steel Corporation, at nearby Rankin, Pa. 


and builders are confident that 1941 
will be the biggest year for private 
residential construction since 1929. 
John S. Turner, director of the 
Building Industry’s Council of 
Western Pennsylvania, reports that 
the district already is embarked on 
the most extensive home-building 
program in recent years, with the 
local building industry expecting to 
put up more than 5,000 individual | 
homes in Allegheny County, if sup- 


plies of materials permit. He esti- 
mates that about 1,500 families 
moved into new homes in the 


Greater Pittsburgh region on May 
1, the largest number since the lush 
building years of the ’20’s. 


Advertising Up, Too 


In 1940, residential building by 
private contract in Allegheny 
County totaled $30,937,000, accord- 
ing to Dodge Reports. This was a 
clear gain of 32 per cent over 1939. 
Non-residential construction totaled 
$11,427,000 in 1940, a gain of 2 per 
cent over 1939. These gains un- 
doubtedly have been greatly in- 
creased during the first four months 
of 1941, but no reliable figures are 
as yet available. 

The Greater Pittsburgh market is 
served by three outstanding daily 
newspapers—Press, Sun-Telegraph, 
and Post-Gazette. Comparison with 
1940 must take into consideration 
that Easter came in March last year. 
Even at that, total advertising lin- 
age for all three newspapers was up 
about 7 per cent in the first quarter 
of 1941 over the comparable period 
of 1940. Automotive advertising 
was up about 10 per cent: financial 
linage around 5 per cent; and re- 
tail advertising was up nearly 6 
per cent. Biggest gain was recorded 
in classified advertising which was 
up 20 per cent. These increases 
will jump considerably in the sec- 
ond quarter with the inclusion of 
Easter and spring opening adver- 
tising, which was notably heavy 
this year. 


Local Radio Up 


This birthplace of radio supports 
five high-ranking radio stations- 
KDKA, WCAE, WJAS, KQV, and 
WWSW—all except the latter out- 
lets for the nation’s major networks. 
All Pittsburgh stations report a 
general increase in the sale of local 
radio time since the beginning of 


WORLD'S BIGGEST HARDWOOD MA 


RKET 


Over 000 sawmills in its trade area cut- 

‘ng ‘imber, plus huge wood-fabricating 

rant have made Memphis the largest 
od lumber market in the world. 


|THE COMMERCIAL APPEAL 


| MEMPHIS PRESS-SCIMITAR 
LS Brvpr-toward Newspapers | 


the defense program. Normally, the 
sale of radio time begins to taper 
off in April the summer ap- 
proaches. Significantly, such is not 
the case this year. 

A general increase in outdoor ad- 
vertising and other media also has 
been noted since the defense pro- 
gram got under way. Particularly 
on the rise has been the demand for 
illuminated and animated outdoor 


as 


displays. 


Still Want Business 


Yes, Pittsburgh is booming and 
most of its citizens are sharing in 
the new-found opulence. But peo- 
ple like Charles E. Robinson, secre- 
tary-manager of the Pittsburgh 
Commission for Industrial Expan- 
sion, and Ralph C. Edgar, repre- 
sentative in Washington for the 
Greater Pittsburgh Committee, want 


the prevailing impression quickly 
and emphatically corrected that the 
Greater Pittsburgh region has all 
the business that it can handle. 


While this is probably true of the 
steel, aluminum and glass industries, 
and of a few larger manufacturers, 
such as Westinghouse, United Engin- 
neering and Mesta who have a large 
volume of direct and sub-contract 
work, the medium-sized and smaller 
manufacturers in the territory are 


not generally over-burdened with 
orders. 
In the 11 counties embracing 


southwestern Pennsylvania, there is 
available for immediate use a tre- 
mendous amount of idle capacity 
which might be used for the pur- 
pose of sub-contracting work now 
held by prime contractors or for the 
purpose of taking small prime con- 
tracts from the various government 
procurement units. In this connec- 
tion, the Baldwin Locomotive 
Works, one of the government's 
larger prime contractors in the 
emergency program, just recently 
farmed out almost 15 million dol- 
lars worth of sub-contracts, much 
of it going to smaller plants in west- 
ern Pennsylvania equipped to han- 
dle the work. 


Ready for Anything 


As the industrial arsenal for 
democracy, Pittsburgh is rightfully 
proud of the dominant and vital part 
it is playing in Uncle Sam’s all-out 
defense efforts. It is a revitalized 
city, full of enthusiasm and vigor 
again. “Relief” is becoming an 
obsolete word and the depression 
only a bitter but vague memory. 

With the average steel worker 
making about $72.80 for his two 
week’s work and workers in other 
industries earning correspondingly 
high wages, it is little wonder that 
business is good in nearly all lines, 
sales are zooming, cash registers are 
working overtime, restaurant, the- 
ater and night club operators are 
beaming and Pittsburgh business 
men are surging with confidence 
for the future. 


“Ranchman” Published 


First issue of Ranchman, new 
publication of the Oklahoma Live- 
stock Growers Association, Okla- 
homa City, has just been published. 
The magazine, to appear monthly, 
is edited by Mrs. Ferne E. King, 
formerly associate editor of Okla- 
homa Herdsman, Tulsa. 


Burdette Phillips Named 


The Woman, New York, has ap- 
pointed Burdette Phillips, Chicago, 
as its Western advertising repre- 
sentative. 


Advertises Birthday 


Using 
panel posters, 
San Antonio, Tex., has started a 
campaign featuring its 75th anni- 
versary in business. Coulter-Muel- 


and 
& Sons, 


newspapers, radio 
Ed Steves 


ler-Grinstead, San Antonio, is the 
agency. 
Jacobi Named Editor 

Carl Jacobi, formerly with the 
Minneapolis Star, has been ap- 


pointed editor of Midwest Media, 


Minneapolis, succeeding Benson F. 
Gallob, resigned. 


Farm Board Asks 
Damages in Suit 
Against Jelke 


Milwaukee, May 27.—The state 
department of agriculture and mar- 
kets has filed a civil suit against 
Walter’s Food Distributors, Inc., 
here, dispensers of Jelke products, 
claiming that the sale of vegetable 
oil shortening and a vitamin for- 
tifier, even though in separate 
packages, is subject to a state tax 


of 15 cents a pound and license 
regulations. 
The state’s complaint maintains 


that the shortening sold is mainly 
cotton seed oil and of practically 
the same composition as oleomar- 
garine and the vitamin fortifier of 
carotene and activated ergosterol is 
used to simulate butter. 


Asks Judgment 


“At one time the two products 
were generally sold together and 
enclosed in the same package but 


are now sold in separate contain- 


lers,” the complaint filed by R. M. 
Orchard, special counsel for the 
department, pointed out. It is the 


state’s contention that it makes no 

difference if one or the other pack- 

age can be purchased separately. 
The John F. Jelke Company, 


Chicago, is charged with failing to 
pay the $500 annual license fee for 
five years and failing to keep rec- 
ords and report sales to the state. 
In addition to the $2,500 judgment 
demanded for license fees, the state 
seeks judgment of $2,200 under the 
forfeiture clause of the oleomar- 
garine statute for failure to report 
sales. 

The action is expected to hinge 
on just when ae_e vegetable oil 
compound becomes oleomargarine. 
Under one section of the Wisconsin 
law, vegetable with a melting point 


below 90 degrees may be sold as 
vegetable shortening without tax, 
when shortening having a_ higher 


melting point carries the tax. 


“You 


know, Officer, my car must 
have picked up some of that addi- 


tional power from WEDF, Flint, 


Vichigan.” 
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NOW YOU CAN HIT THE 


“Zyoll Fealeo in 
PITTSBURGH 


Almost 600 alert advertisers eagerly await this priceless 


monthly calendar. 


If you'd like to be on our FREE 


mailing list, just drop us a line. 


Pittsburgh 


Sun-lelegraph 


REPRESENTED 


NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 
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ADVERTISING AGE 


Aes ae ee 2! 


June 2, 1941 


Billions of them! They're 
making payrolls bigger, 
pay-checks fatter, and 
giving retailers the big- 4 
gest sales rises they've 
had in a decade! 

The Haire Business 
Papers are helping re- 
tailers capture this new, 
fresh money. Every 
month, merchants selling 
the products of eight dif- 
ferent industries are told 


NEW WAYS TO PROFIT 
NEW METHODS OF MERCHANDISING 
NEW ANGLES OF PROMOTION 
Y NEWS IMPORTANT TO THEIR 
SELLING PLANS... 


Put the Haire Business 
Papers on your merchan- 
dising paper program for 
, Fall. Aggressive selling 
campaigns in these 
mS authoritative publica- 
f tions have built volume 


y 
for hundreds of manu- 
facturers. Today, they 

q) 

\ 


are more potent, more 


important than ever for 
effective, profitable 


v/ 


ae 


‘ 
° WIRE? 


> BUSINESS * 
PUBLICATIONS 


1170 BROADWAY = NEW YORK 


CHICAGO * BOSTON + PITTSBURGH 
ST. LOUIS * LOS ANGELES 


Getting Personal 


BBDO’s James P. Whitlock will lose his membership in the Bache- 
lors Club June 6 when he marries Barbara Jane Smith, of Elizabeth, 
i ae 

C. A. Posey, McCann-Erickson v.p., recently made a quick trip to 
New Haven to check up on the condition of his son, injured in an 
automobile accident there. . . 

Lester Gottlieb, Mutual’s publicity director, should be back today 
from his tour of MBS affiliates. . . 

Kathleen Bodine Rubicam, daughter of Raymond Rubicam, Y&R’s 
chairman of the board, will be married June 14 to John Daugherty 
Witten, of Washington, D. C. Mr. Witten is an economist and chief 
statistician in the War Department office of the quartermaster gen- 
OOOk. i; 

After spending a dismal weekend in New York Hospital to recuper- 
ate from a bad cold, Jimmy James, sales promotion manager of the 
NBC Blue, got back to his desk just in time to help Keith Kiggins, 
sales manager of the Blue, cele- 
brate his birthday. The staff re- 
membered Keith’s hobby of col- 
lecting horses and before you 
could say ‘“Whirlaway” he had 
a stableful on his desk. . . 

Jean Elizabeth Faust, daugh- 
ter of Herbert M. Faust, the 
Satevepost’s advertising manager, 
is engaged to Lieut. Henry Ap- 
lington, II, stationed at the base 
defense weapons school at Quan- 
tico, Va., quite a distance from 
the Faust home in Wynnewood, 
Pa... 

A summer wedding is on the 
schedule for Ralph C. Tassinari, 
assistant account executive at 
Pedlar & Ryan, and Mary Cath- 
erine Spellman, of New York. . . 

Ray McCarthy, of Ray Mc- 
Carthy Advertising Service, who 
is president of the Summer Ad- 
vertising Golf Association, an- 
nounces that the 37th annual 
championship of the SAGA will 
be held June 26-29 at the Ekwa- 
nok Country Club course at 
Manchester, Vt. . . 

Thirteen members of the staff 
of McCann - Erickson’s London 
office are in Britain’s armed 
services, reports R. W. St. Hill, 
manager, on a visit to New York. 

Lewis H. Happ, in charge of media in Old Mr. Boston’s advertising 
department, and member of the U. S. Naval Reserves, was recently 
called for active duty. He is stationed on the training ship, S. S. 
Prairie State, North River, N. Y. .. Ruth Copeland, of H. W. Kastor 
& Sons Adv. Co., Chicago office, is readying her wardrobe for a 
two-week vacation trip to the West Coast. 

George Anderson, advertising and sales promotion mgr. for Schenley 
Distillers in New England, went to Baltimore the other day to attend 
the graduation of his eldest daughter, Dorothy, from Johns Hopkins 
School of Nursing. Philip Bernstein, recently resigned v.p. in 
charge of sales for Meyer Both Co., Chicago, has just completed a 
six-week vacation tour with Mrs. Bernstein. He plans to remain in 
Chicago until he makes a new business connection. . . 

George Engelhard, publisher of NJ, has been elected pres. of the 
Chicago Jewelers’ Assn. . . John Doherty, type man for Erwin, Wasey 
& Co., New York, and Miss Jean Martin, NBC service dept., were 


IN DAY'S WORK 


eT 


* ¥% 


It looks pleasant, this cooperative meas- 

urement of Bon D. Grussing, advertising 

manager, Minneapolis-Moline Power |m- 

plement Company, Minneapolis, for his 

Minneapolis Aquatennial uniform. He's 

a member of the welcoming committee 
for the July 12-20 celebration. 


married May 17. Hot weather note: Wilfred S. McKeon, pres., 
Sulphur Products Co., Greensburg, Pa., bought time over WHJB, 
Greensburg, last Christmas day to convey holiday greetings to a 
friend. . . 


A call to military service June 3 will interrupt less than five months 
of married life for David Gibson Taft, 25, son of Hulbert Taft, 
publisher of the Cincinnati Times-Star. Young Taft, who until 
recently was asst. dir. of sales 
promotion for WKRC, Cincinnati, 
was married Jan. 11 to Miss Sue 
Allen, whose father, Douglass M. 
Allen, is pres. of Allen, Heaton 
& McDonald, Cincinnati ad. 
agency... 

James S. Knowlson, president 
and board chairman of the Stew- 
art-Warner Corp., Chicago, made 
a progress report to Col. Donald 


ACCEPTS POSTER 


Armstrong, exec. officer of the 
Chicago ordnance district, at a 
special luncheon marking the 
first anniversary of the com- 
pany’s initial shipment of ord- 
nance material. State Farm 
Mutual Automobile Insurance 


Co., Bloomington, Il, will cele- 
brate its 19th annversary June 7, 
the same day on which the foun- 
der and chairman of the board 
of directors, G. J. Mecherle, will 
mark his 64th birthday. . . 

Jerry Bozeman, KTBS-KWKH 
sportscaster, has been awarded 
a loving cup for being “the man 
who contributed most to the suc- 
cess of the Shreveport Chamber of Commerce annual good will tour.” 

. Something of a record is claimed by the S. G. Taylor Chain Co., 
Hammond, Ind., whose president, E. Winthrop Taylor, is the son of 
. G. Taylor, Jr., who headed the company 50 years, and grandson of 
S. G. Taylor, Sr., who founded the company in 1873. . . 

Frank Denman, copywriter at Arthur Kudner, will be going in for 
dairy farming on a small scale on the 275-acre farm he’s just bought 
in Hillsdale, N. Y. . . 

Friends of Earle Ludgin, Inc., Chicago advertising agency, helped 
Mr. Ludgin, Joe Caro, Vincent Bliss and other members of this grow- 
ing organization celebrate the opening of handsome new quarters in 
the LaSalle Wacker building May 28... 


Raymond Rubicam, chairman of the 
board at Y&R, and also chairman of the 
New York City Committee for United 
China Relief, accepted this poster cre- 
ated for the group's national campaign 
by Martha Swayers, artist-designer. 


vA 


WITH ORCHIDS 


Hurst, AFA 


Mercedes 
presents a silver cup filled with orchids 


vice-president, 


to Mr. Anna Steese Richardson, of 
Crowell-Collier Publishing Company, as 
the latter announces her retirement. 


Adwomen Honor 
Anna Richardson 
for Long Career 


Boston, May 27.—The advertising 
women of America paid tribute 
here Sunday to Anna Steese Rich- 
ardson, who has just retired at the 
age of 76 after a _ distinguished 
career with the Crowell - Collier 
Publishing Company. The presenta- 
tion of an orchid-filled silver cup, 
inscribed by her admirers, came as 
a surprise to the veteran immedi- 
ately after she had delivered her 
farewell address. 

The_ presentation 
handled by 


ceremony was 
Mercedes J. Hurst, 
Commonwealth Edison Company, 
Chicago, who is vice-president of 
the AFA and chairman of the coun- 
cil on women’s advertising clubs. 
Women Were Nuisance 

Mrs. Richardson’s valedictory re- 
solved itself into a moving recital 
of the social and economic con- 
tributions of women in advertising. 


Recalling that once upon a time 
women “were regarded as some- 
thing of a nuisance, not to say a 


misfit, in the advertising field,” Mrs. 
Richardson recounted their achieve- 
ments in recent years. 

“T hate to think where advertis- 
ing would be today if women had 
not come into the picture,” she re- 
marked. Interpretation of the con- 
sumer viewpoint was cited by Mrs. 
Richardson as one of the major 
contributions of advertising women 
to improved public relations. 


Sales Management 
in Wartime, Topic 
for NFSE Session 


Cincinnati, May 28.—Sales maz 
agement in a world at war provide ; 
one of the highlight topics to com» 
in for timely attention at the six? ) 
annual convention of the Nation | 
Federation of Sales Executives 4 
Cincinnati June 12-14. Many | ¢ 
America’s best-informed sales ar j 
business executives will be amor g 
convention speakers and discussi: 
panel leaders at this year’s sessior 

War-time sales management w | 
be discussed by R. H. Grant, vic - 
| president in charge of sales, Ge - 
eral Motors Corporation, at te 
opening meeting Thursday, June 2 
Other headliners on the speake s’ 
| list include Frank M. Surface, sa es 
research director of Standard ° )j| 
Company of New Jersey; Floyd §. 
Chalmers, editor, Financial P» st, 
Toronto; L. L. Shoemaker, direc 5r 
of sales education, National C: sh 
Register Company; I. S. Rand. ll, 
assistant to the chairman of ‘he 
board, TWA; J. J. Nance, vice- 
president and director of 
Zenith Radio Corporation; A. H 
| Motley, vice - president, Crowe!| - 
Collier Publishing Company; Harv ld 
J. Cummings, president of 1e 
NFSE; and Earl Hayes, director of 
sales promotion, Chevrolet Division. 


sales, 


Other activities to attract dele- 
gates’ attention will include a 
Queen City Frolic staged by ‘he 


| Cincinnati club, a stag buffet dinne: 

Thursday night, the annual banquet 
Friday night, and various pane! 
discussions and sales clinics. 


Delay Chain Store 
Tax Law in Utah 

Invoking Utah’s referendum |:w 
for the first time in history, a peti- 
tion was filed with the secretary of 
state automatically suspending th« 
|newly-created tax on chain stores 
|The petition, signed by more than 
54,000 voters, was sponsored by the 
| Utah Chain Store Association. The 
|law will be inoperative until afte: 
| the general elections of Novembe: 
1942. 


Market Uncle Sam Pops 

Uncle Sam Pops, candy _ pops 
packaged in book fashion, are being 
marketed by E. Rosen Company 
Providence, R. I. There are 10 
“books” in the series, each illus- 
trating and describing a highlight 
from American history. 
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WE SAY-~ 
“Thank you, Billboard ’ 


KOA is very proud to be! - 
recipient of this specio! ow” 
for most consistent explo’ 
tion.Consistencyhaslongh- — 
our theme, ond whethe '— 
results for advertisers 
grom popularity, or gene 
leadership, consistenc) 
mains Our wotchword.Th: 
why we say, it all odds up © 
First in Denver in Everyth 
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according to 


Federal Trade 


a report issued by the | 
Commission in_ its 


pension payments 1.2, and research 


i June 2, 1941 ADVERTISING AGE 27 
— 
AFA BOARD MEETS BEFORE 1941 CONVENTION STARTS | : Cone St ee Meee "SNES 
nt 00 agazine 21.4, depreciation and obsolescence 
' of production facilities 1.0, and fin- 
. 2 ished goods bought for resale, 4.0 
» Publishers S end per cent. This left a gross margin 
, p on sales of 41.8 cents per sales 
: dollar. 
: 3% of Sales for Ads ...... “sues 
de 0 $ Items classified as “expenses” 
n made up 35 per cent of sales, with 
xt) _ Washington, D. May 27.— selling expenses accounting for 23.4 
n. | Eleven leading book and magazine | per cent of the total, advertising 3.0, 
publishing corporations spent 3 per administrative and office expenses 
11 cent of sales for advertising in 1939, /6.5, taxes 0.8, social security and 
} 


Posing for the cameramen at Boston were these board members: top row, left to right: J. J. Hartigan, Campbell-Ewald 
Company; Henry Obermeyer, Consolidated Edison Company, New York; Frank Braucher, Periodical Publishers Association, 
New York; Charles E. Murphy, general counsel; Herbert E. Fisk, Outdoor Advertising Association of America; 
sh Dameron, Ohio State University; and A. T. Falk, AFA research and educational director. 


386, only 1.6 
from foreign 
rate of 
although 


return 
rates 


loss to 


Kenneth 
Second row: Earle Pearson, AFA 


series of financial analyses of major 
firms in principal industries 

The 11 companies studied handled 
total net sales in 1939 of $189,594,- 
per cent of which came | 
markets. 
net income represented an 
of 89 per 
individual 
porations varied from a 2.6 per cent 
cent profit. 


for 
a 45.2 per 


Data Incomplete for Two 
Two of the 11 publishers failed to 


and development costs 0.1 per cent. 
After deduction of these items, plus 
provision for uncollectable accounts 
of 0.1 per cent, the gross margin on 
sales plus other operating revenue 
of 0.2 per cent, there remained a net 
Combined | profit of 6.9 cents per sales dollar. 
average 
cent, 
cor- 


if he were alive today and had to 
dig up ideas for ad men. Not so the 
staff of Roto-Lith. We double dare 
you to stump us. Phone for our con- 


; sultant, 
dill, general manager; J. A. Welch, Crowell-Collier Publishing Company; John Benson, American Association of Advertising submit complete income and ex- 

e Agencies; Edith Ellsworth, Roche, Williams & Cunnyngham, Philadelphia; Mrs. Erma Proetz, Gardner Advertising Company, pense data, but for the nine others 
ict St. Louis; and William A. Hart, E. |. du Pont de Nemours & Co., Wilmington, Del. Bottom row: Edgar Kobak, NBC Blue the costs of goods sold represented ROJ0O-LITH CO 
ales network, New York; George Slocum, Automotive News, Detroit; Mason Britton, Office of Production Management, Wash- 58.2 me cont of ‘total lee toe Mt BA MR LAR AM 1s 
| H ington, D. C.; Paul Garrett, General Motors Corporation, New York; Elon Borton, La Salle Extension University, Chicago; pists mM : penn "aie adieke ana 201 N. WELLS ST. CHICAGO 
. Norman Rose, Christian Science Monitor, Boston; and Gilbert T. Hodges, New York Sun. These members of the board materials made up 23.3 per cent DEA. 8SS7 - HEM. 2211 
ae of directors of the Advertising Federation of America appeared at the scene of the 1941 convention before it opened to |of this figure, followed by produc- ° ° : 
old transact necessary business. tion wages and salaries of 8.5, other 

1€ 
rr of 
sion. . representatives of national networks ~ 
lele. Delay Opening and broadcasting associations will | BRITI>».. 
e a be among the witnesses. 

he s s Chairman James L. Fly of the 
nner Federal Communications Commis- | 
quet of Radio Hearings sion indicated at his press confer- 
yanel ence this week that he would 

testify. He did not make clear | 


Until June 2 


Few Requests Received 
= to Testify; Schedule Not 
Yet Drawn 


tores Washington, D. C., May 27.— 
Hearings on the Sen. White resolu- 
tion calling for an investigation of 
radio and its regulation by the Fed- 
eral Communications Commission 
have been postponed until June 2, 
it was learned here today. Sen. 
3urton K. Wheeler, chairman of the 
Senate Interstate Commerce Com- 
mittee to which the White proposal 
was referred, originally set May 31 
as the hearing date. 
No reason was given for the two- 
hlight day postponement, but it was be- 
. lieved that the change was made in 
view of the fact that the original 
starting date was a Saturday. Con- 
gressional committees seldom hold 
hearings on Saturdays and when 
such is the case proceedings are 
“ usually limited to a morning session. 
The new starting time is Monday 
yn at 10 a. m. 


Few Requests to Testify 


According to a committee spokes- 
man only a few requests to testify 
lave been received to date and no 
schedule of appearances has been 
jrawn up yet. It is expected that 
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whether his appearance will be at 
his own or the committee’s request. 
He will undoubtedly be questioned 
in detail as to FCC's legal author- 


ity to regulate networks and on the | 


necessity for drastic regulations to 
prevent alleged monopolistic prac- 
tices. 
Wheeler Heads Committee 
The Interstate 
mittee numbers 
Democratic 


Commerce Com- 
21 Senators. The 
majority, headed by 
Sen. Wheeler as chairman, includes 
Smith of South Carolina, Wagner 
of New York, Barkley of Kentucky, 
Bone of Washington, Truman of 
Missouri, Andrews of Florida, John- 
son of Colorado, Schwartz of Wyom- 
ing, Hill of Alabama, Stewart of 
Tennessee, Clark of Idaho, Tunnell 
of Delaware and McFarland of Ari- 
zona. 

The Republican minority of seven 
is headed by the sponsor of the 
measure, Sen. Wallace H. White, Jr., 
of Maine. His colleagues are Aus- 
tin of Vermont, Shipstead of Min- 
nesota, Tobey of New Hampshire, 
Reed of Kansas, Gurney of South 
Dakota and Brooks of Illinois. 


Ask Dismissal of 
NBC Fightcast Suit 


Gillette Safety Razor 
Twentieth Century 
and Mutual Broadcasting System 
defendants in a suit brought by Na- 
tional Broadcasting Company, have 
made a motion in New York su- 
preme court for dismissal of the 
suit. 

NBC charges that its agreement 
with the boxing club on broadcast- 
ing rights was violated by a subse- 
quent agreement with Mutual and 
Gillette. Defendants asked dismis- 
sal of the charges on the ground 
that the NBC-Twentieth Century 
agreement has no legal standing as 
a contract. The judge reserved 
decision. 


Macfadden Shifts Two 


E. A. Fox, formerly with the 
Western advertising staff of Mac- 
fadden’s Women’s Group, has 
moved to the Western staff of True 
Story and Thomas C. Clark, for- 
merly with True Story, has moved 
to the Western advertising staff of 
Liberty. 


Fair Elected President 


Members of the Advertising Club 
of Des Moines elected Harold Fair, 
program director of Station WHO, 
president of their group for the 
ensuing year. Lee Suhler, Look, 
was named vice-president; G. Wal- 
lace Lundgren, secretary-treasurer: 
and Richard C. Lee, publicity chair- 
man. 


Company, 


Sporting Club | 


every morning, 
noon and night! 


Larcer than all the armies in Europe and 
Africa is the army of workers, shoppers and 
students that mobilizes each day in Tran- 
sitad cities throughout America. 

What's more, these millions mobilize not 
just once, but two or more times each day. 
They mobilize at street car and bus stops, at 
subway and elevated stations. 

And after each such mobilization, all of 
the individuals in these manifold millions 
spend an average of 20 minutes in vehicles 
where they are surrounded by National 
Transitads. 

What brand of toothpaste will they buy? 
What breakfast food or coffee? What kind 
of cigarettes? Most likely the ones adver- 
tised on the car cards! For buying decisions 
such as these are most apt to be made in 
those moments when riders, conscious of 
their needs and desires, have time to read, 
reflect and act on the advertising that is all 
around them. 

National Transitads command and hold 
attention because they are prominently dis- 
played, unavoidable. Their effectiveness can- 
not be killed by a turn of a page or a twist of 
a dial. Instead, these big, full-color, illumi- 
nated signs keep working 24 hours a day, 


every day of the year, to reach 30 million 
buyers again and again and again. Yet this 
medium, delivering more and longer-lasting 
advertising impressions than any other me- 
dium is the most economical of all major 
media. In fact this effective advertising costs, 
on the average, only five cents per thousand 
circulation. 

National Transitadvertising is flexible 
advertising, too. Even though your client 
has irregular or spotty distribution in cer- 
tain areas or within certain markets, National 
Transitads can deliver his message—with- 
out waste distribution— where it ought to be 
delivered, and do the job for less. Decide 
now to look into the almost-unlimited adap- 
tations of transportation advertising that 
National Transitads offers you and your 
client. Without obligation, discuss it with 
the staff of competent advertising men we 
have available to serve you. It may pay you 
many times over. Write, wire or phone your 
nearest National Transitads sales officetoday. 


Sales Offices in 32 Leading Cities from Coast to Coast. 
Addresses in Standard Rate and Data Service. 


NEW YORK: 10 East 40th St. 
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U. 5. to Wield 
Price Club Only 
When Necessary 


Business 
a_ Fiction, 


Agents Told 


Chicago, May 28.—American in- 
dustrial leaders now enlisted in 
the government defense 
took turns here this week in warn- 
ing American business of the extent 
of the defense operations and the 
lengths to which the government 
would go to keep the U. S. economic 
ship steaming on a steady course 
along the trade lanes. The con- 
current meetings here of the Na- 


as Usual 
Purchasing 


program | 


tional Association of Manufactur- 
ers and the National Association of 
| Purchasing Agents brought an in- 
vasion of Washington dignitaries to 
give the last word on the defense 
effort. 

| After declaring to the purchasing 
agents, some 3,000 strong, that the 
|American competitive system is 
better than any system any dictator 
ever devised, Leon Henderson, ad- 
| ministrator of the Office of Price 
| Administration and Civilian Supply, 
added that OPACS’ job has been 
, one to “prevent excesses which 
| would threaten the American sys- 
|tem,” adding that “we'll not hesi- 
tate to recommend suitable meas- 
ures to bring into line those who 
refuse to recognize established price 
ceilings.” 

But Mr. Henderson, like William 
S. Knudsen, director general of the 
Office of Production Management, 
pointed out that the government 
prefers to exercise a minimum of 


control over prices, materials and | 


all other factors entering into de- 
fense production and the general 
price and supply picture. Mr. Knud- 
| sen paid tribute to industry for the 
| way it is doing its job. Walter D. 
Fuller, president of the NAM, and 
| head of the Curtis Publishing Com- 
pany, urged that Mr. Knudsen be 
made an “industrial chief of staff.” 
Mr. Knudsen also was presented 


PHOTO REPRODUCTIONS 


@au 
8x10 4c in quantity 
if you can't send samples of the product itselt, 
send genuine photographs. Photos peo uo sales 
portfolios, mailing pieces, counter displays. Phe- 
nomenally low prices all sizes! Send for rates. 


MOSS PHOTO SERVICE 
New York City 


155 W. 46th St 


SERVICE @ @ @ is the password 


of The Faithorn Corporation. It is so ingrained 
in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 
work through to meet a deadline . . . at a sacri- 
fice of quality . . . is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 
(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-] 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 


is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 
—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 
best attested to by the large number of advertising 
agencies and successful institutions we are regu- 
larly serving. We will gladly show you the list and 
samples of work. TRY US. Phone— Wabash 7820. 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 
504 SHERMAN STREET © CHICAGO © WABASH 7820 


DAY AND NIGHT SERVICE 


AFA WOMEN TURN OUT FOR SUNDAY BRUNCH 


In this composite group at the women's brunch Sunday were (at extreme left) Maybelle E. Tolman, secretary, Womens Ad- 
vertising Club of Providence; May Lyle, chairman of the Providence delegation; Loretta G. O'Rourke and May Whaler 
Providence; Barbara Daly Anderson, Parents’ Magazine, New York; Ellen V. Littlejohn, Hydrox Corporation, Chicago 
May Plaunt, Christian Science Monitor, and newly elected president of the Women's Advertising Club of Chicago; and Jane 
Wheeler, George E. Belcher Company, Stoughton, Mass; in center picture, Viola J. Schlacks, Philadelphia & Reading Cos 
& Iron Company, Philadelphia; Mary Jane Wilson, in the Chicago office of the same company; Zelma K. Larsson, Boston 
Mildred L. Albert, Boston; and Mae McCain, chairman of the On-to-Boston committee of the Women's Advertising Club o/ 
Chicago; in group at right, Grace Stuart, United Wire & Supply Company, Providence; Caroline F. Hawks, Dentists Sup 
ply Company, New York; Col. Wm. H. Rankin, New York agency president; Mrs. Dorothy C. Harris, Call's Bankers Service 
Boston: Ruth Barr, Russell T. Gray, Inc., Chicago; Norman Green, Western manager, Crowell-Collier Publishing Compan, 
Kate Certa, Chicago; and Les Hafemeister, Weyenberg Shoe Mfg. Company, Milwaukee. 


At speakers table (above, left) sat Elsi 


e Stark, The Best Foods, Inc., New York; Sue Blank, Detroit Times, and president 


Women's Advertising Club of Detroit; Mrs. Prudence Allured, Manufacturing Confectioner, and retiring president, Women : 


Advertising Club of Chicago; and Ada 
of the club contact division, AFA; Hel 


Cristy, Baltimore; in center picture, Ellen Hess, editor, Tide; Helen Holby, directo: 
en Audella, Keterlinus Lithograph Mfg. Company, Boston; Helen E. Dunn, vice-presi- 


dent, Women's Advertising Club of Toledo; and Janet Ross, president, Women's Advertising Club of Pittsburgh; and at 
the right, Margaret Ocker, Ocker Publications, Philadelphia; Syd R. Peters, chairman of the women's committee of the Ad. 


vertising Club of Boston; Mrs. Anna S 


teese Richardson, Woman's Home Companion; Mercedes Hurst, Chicago, vice-presi- 


dent of the AFA; and Elsie Chamberlain, Boston, chairman of the brunch committee. 


with a hand-illuminated book from 
the NAM pledging support of the 
defense effort by 16,000 manufac- 
turers. 


Cargo Space Cut 


Not only the defense program but 
the shortage of cargo space to move 
goods from the Far East is going 
to make itself more and more 
apparent to the consumer, in the 
opinion of Col. George S. Brady, of 
the Office of Price Administration 
and Civilian Supply, who talked to 
the purchasing agents on “Substi- 
tute Possibilities.” 

We are now rapidly entering a 
period in which the designer and 
the salesman, especially in civilian 
products, will have to modify what 
they make and sell to conform with 
the requirements of what is avail- 
able in the raw material markets, 
he said. 

“We want to avoid any wholesale 
introduction of substitutes in the 
defense industries,” he continued. 
“There is a general rule of mechan- 
ics that in a complicated system 
of balanced forces an alteration of 
one force will 
dislocation and rearrangement of 
all the others. We must, then, see 
that our defense industries are sup- 
plied as far as possible with the 
materials they are accustomed to 
handle in order to keep them going 
smoothly at high speed.” 

Among Far Eastern products in 
which Col. Brady predicted short- 
ages and increasing prices are foods, 
clothing, soaps, paints, drugs, fibres, 
crude drugs, etc. 

Habits Must Change 

The defense 
our economic system to 
degree that our peacetime habits 
must be changed and changed rap- 
idly and civilian demands, to an 


program is taxing 


extent not now predictable, must be | 


curtailed, the purchasing agents 
were told by Philip D. Reed, chair- 


man of the board of the General 
Electric Company, who is now 
senior consultant to the priorities 


division of the OPM. 

“Aluminum, for example,” con- 
tinued Mr. Reed, “and nickel, tung- 
sten, magnesium, zinc, copper, vari- 
ous kinds and forms of steel, 
synthetic rubber, certain chemicals 

this is but a partial list of the 
materials which, because of large 
and increasing defense  require- 
ments, will be available only in 
reduced quantities for 
purposes.” 

Speaking baldly, Mr. Reed said, 
“Consumers’ durable goods can no 
longer be produced in the quanti- 
ties necessary to fulfill all demands. 
Business as usual is a fiction.” 


Heaslip Speaks 


“Just as the few commodity price 
situations in 


trends have distorted 


the past, so again are a compara- 
tively 


few materials causing the 


inevitably cause a | 


such a| 


peacetime | 


point and this bodes ill for tho- 
in non-essential industries if thc, 
are dependent upon the me’ 
trades for productive volume.” 
W. T. Watt, vice-president and 
business manager of Industria 
Power, talked on the relation 
circulation and magazine readers}; 
before an editors’ group at 
NAPA luncheon Monday nov: 
H. M. Cosgrove, editor, Mid-Con:. - 
nent Purchaser, Tulsa, presided 


| greater amount of distress in both 
commercial and government equip- 
;}ment manufacture,” Frederick J. 
Heaslip, chairman of the business 
survey committee of the NAPA, told 
the purchasing agents. “Building 
materials, fuels, agricultural prod- 
ucts, oils, textiles, paper and lumber 
are available for total needs of 
the country. However, the metals 
group, ferrous, non-ferrous and the 
alloys, and the steel industry gen- 
erally are bound to remain retard- 
ing factors in wider expansion of 
| the defense program and are likely 


Starts New Campaign 


to play havoc with the manufactur- Scobey Fireproof Storage Corm- 
ing operations of numerous non- Pany, San Antonio, Tex., has in- 
defense lines of trade. Each day augurated a new advertising cam- 


paign featuring its moving, shipping 
packing and storage services, using 
newspapers exclusively. Coulte: 
Mueller - Grinstead, San Anton 
handles the account. 


there appears further evidence that 
needs of those furnishing equip- 
ment for government projects will 
be first in line from a supply stand- 


| 
| 


| 
| 
| 
| 


| 
| 
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IS GOING TO CHANGE ITS 
VOICE! 
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Population Trends 
Revealed in New 
Agency Volume 


J. Walter Thompson Co. 
Charts Course of Dis- 
tribution 


New York, May 28.—Vital popu- 
lation trends growing out of shifts | 
ong city, suburban and rural 
femilies during the decade, 1930 to 
1940, are pointed up in the sixth 
edition of “Population and Its Dis- 


tribution,” compiled by J. Walter | 
Thompson Company, New York, 
and to be published June 27 by 


Harper & Bros. 

These substantial shifts in popu- 
lation will require considerable re- 
vision of sales quotas and market | 


STORY-TELLER AND WILLING LISTENERS the state and throughout the coun-| 


This Boston AFA quartet includes Fred W. Kroeck, Household Magazine; Mel- 
ville Smith, Curtis Publishing Company; Jim Chirurg, Boston agency head; Ray 
Noren, Horton-Noyes agency, Providence; and Ralph Taber, Country Gentleman. 


try. 

Under a section entitled “Figures | 
for Sales Quotas” may be found 
total retail sales for 1939 broken | 
down by states with percentages of 
U. S. sales for all major classifica- 
tions of products, including food, 
drugs, clothing, variety stores, auto 
supplies and filling stations, and 
furniture-household-radio groups. 

Another of the charts shows “Dis- 
tribution of Population by City Size 
Groups for 1940” and is accom- 
panied by another chart showing 
“Cumulative Population Above In- 
| dicated Levels.” 

In addition, the volume presents 
state data on wired homes, radio | 
homes, passenger car registrations, 
telephones and many other figures 
The book is to be sold at $10 a 
volume. 


oa 


Mercedes Hurst 
Offers Defense 


analyses, it is disclosed. The coun- 


try’s population as a whole in- | increase of nearly 5,000,000 families 
creased only 7.2 per cent, for| Ver 1930. Since 500,000 new family 
example, while the population of | units are added to our market each 
suburban towns and areas adjacent | year, totel families at this time ex- 
to large centers grew almost twice | ceed 35,000,000. This yearly in- 
as fast as the average. Several | 


large central cities actually declined 
in population while their suburbs 
marked up increases. On the other 
hand, rural farm population showed 
no growth nor loss. 

Figures in the new edition of the = 
429-page book, which has been a E “% 5 
standard one-volume reference for ¢ =" = 
and advertising executives Se 3 
since it was first published in 1912, s 
based on statistics made avail-| | Jroas 
able by the federal and state gov- 00.06 
ernments and private groups. The 
arranging, classifying, and tabulat- 10 
ing of these data, however, into 25.000 aoe ; va bvee 


CITY GROUPS 


POPULATION ANT ITS DISTRIBUTION 
1 WALTER THOMPSON COMPANY 
DISTRIBUTION OF POPULATION BY 
CITY SIZE GROUPS——-1940 


5] 
Saie€s 


are 


convenient tables makes the volume 
unique. 


Families on Increase 


Another significant trend, it is 
pointed out in the book, is the more 
rapid growth in number of families 
tha 
nerensed 16.6 per cent in the 

s as compared with the 7.2 per 
( crease in population. This 
was caused in part by a drop in the 
number of persons per family from 
4.1 to 3.8. 


10 


Since about 45 per cent of the 


total 
the 


consumption 
United States 


expenditures in 
is for items sold 


mainly to family units—autos, tele- | 


phones, refrigerators, electrical ap- 
pliances, fuel, housing, 
obvious that this 
taken into serious consideration by 
those interested in to 
family market. 

It shows that the number 
families in 1940 is 34,861,625 or an 


FREE withveur 
first Order 
Jer and Brush FREE with your first order 


SS Artist Rubber Cement. Nationally 
ered, 3 grades: Light, Medium, Heavy. $2.75. 


sales 


pamper a pa idelphia to the nation each 12 
gel. postpaid. For use + | 

cial Frisket Cement, $3.50 per gel. | months. 
$ RUBBER CEMENT CO The book also discloses that this | 
>) 3438 No. Halsted St., CHICAGO, ILL. increase in total 


etc.—it is! 
increase must be | 


the | 


tcae 


in number of people—families | 


131,86 i 
INDICATED 


otal popula ” ‘ 100.4 
CUMULATIVI ABOVE 
LEVELS 


j i 
| 
| 


| crease, by the way, is equivalent to 


| adding a market the size of Phila- | 


families between 


i as 


“THE MARCH OF SIGNS" 


Ate, 


CHRYSLER—''These COLONIAL dealer signs seem to have a royal heritage.” 
PLYMOUTH—"Blue blood tells—whether in neon signs or automobiles.” 


—Colonial Neon Co., Inc., North Bergen, N. J. 


| 


| 
| 


* * | 
Tie-in Program | 
Boston, May 28.—An eight-point | 
program for women’s advertising | 
clubs to tie up with the country’s | 
| defense program was presented here | 


| 1930-40 was equivalent to adding a 
market the size of our 11 largest 
cities in 1930 from New York down 
through San Francisco and includ- 
|!ing Chicago, Philadelphia, Detroit. 


Los Angeles, Cleveland, St. Louis,| yesterday before the Council on | 
Baltimore, Boston and Pittsburgh. |Women’s Advertising Clubs _ by | 
Several new features have been! Mercedes Hurst, vice-president of 


included in the new volume. One 
of these is an alphabetical list of all 


the AFA. 


| 
| 
} 
| 
| 


The concrete proposals she ad- 
incorporated places of 500 popula- vanced were: do ae better job on | 
tion. This list gives the name of] your own job; be more tolerant; 
the town, county, state and popula-| cooperate more fully with recog- 


tion and facilitates quick 
of any city. It also makes possible 
reference to other 


location | nized women’s clubs and organiza- 


tions; help in the organization of 
Red Cross units; cooperate in help- 


cross sections of 


entiate between propaganda and 
fact; and get every member in 
every club active. 


Nu-Go to Jasper, Lynch 


Nu-Go Footwear Corporation, 


New York, has appointed Jasper, 
Lynch & Fishel, New York, its 


advertising agent. Business papers, 
women's magazines and direct mail 
will be used. 


WRITE 


BROCHURE | 


It tells of a series of adver- 
| tisements that great newspa- | 
pers are publishing to help | 
them to sell more LOCAL 
linage. It provides the pro- 
motion manager and the local 
manager with advertising that 
teaches NEWSPAPER a. er- 
tising to local merchants; 
proves that their priceless 
privilege is their newspaper; 
shows all merchants (inelud- 
ing those who do not adver- 
tise) how they can advertise, 
profitably; seats unforgettably 
in every merehant’s mind the 
reasons for and the eash value 
of persistent advertising, con- 
tinuity, It works best under 
competitive conditions . .. 
radio, shoppers’ news, another 
newspaper. Write for the BIG 
red brochure. | 


fe 
OREN ARBOGUST | 


ADVERTISING 


eect ah 


the book which show the number of Jing to provide recreational facilities Thirty N. Michigan Ave. 
individual income tax returns for]in army training camps; make more CHICAGO 

all counties and for cities over[use of experts, such as nutritional 

2,500 population; number of occu-|experts in the club, and encourage 

pied dwellings for counties and]other groups to make more use of 

urban towns; and population of|them; establish the advertising 


cities in the same size group within 


‘lubs as recognized sources to diffe) 


The 
PLASTICS 
and DIR 


The eves of all industry are focused on 
plastics. I-very manufacturer wants to 
know about the materials, equipment, 
methods of manufacture. He has to know 
because of priorities, bottlenecks, short 
ages, substitutions. And there is only on 
source of knowledge. That source, the 
only complete, up-to-date handbook on 
plastics is the Plastics Catalog. Fach yea 
because of its exclusive coverage of Amer 
ica’s key industry, this book is sold out 
soon after publication. 


942 

will see an even greater interest in plas 
tics, and a Plastics Catalog re-designed to 
serve that interest. The book will be kev 
noted by a section on plastics in National 
Defense industry—all the many new uses 
and applications of materials 

There will be enlarged charts on ever 
plastic and its properties, solvents and 
plasticizers. There will be many new ar 


ticles and, in fact, every article will be 


AMHOUNCIN 


194) 
CATALOG 
ECTORY 


completely the title. 


These, and countless other changes and 


new except for 


additions reflect the fundamental and 
rapid growth of the industry. The Cata 
log will be in 1942, more than ever before, 
the handbook of plastics 


the one au 


thoritative source consulted by leading 
inter 
ested prospects in aviation, automotive, 


users, molders, fabricators and 
clectrical, specialty, sporting goods and 


countless other fields of industry 


Send for Free Handbook 


\ special handbook has been prepared 
outlining the contents of the new Plastics 
Catalog to help advertisers attune their 
messages to the new trends in the field. 
\ note on your letterhead will bring a 
free copy. 


1942 MODERN PLASTICS 


CATALOG & DIRECTORY 
122 East 42nd Street - 


New York City 
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” sel, Nicholson, Snyder, Chadwell CONOCO CAMPAIGN 
Kraft Promises and Fagerburg, Chicago, Kraft 
stated that wrappers on its Roka 


fo Fight Against 
Injunction Suits 


Chicago, May 27 The Kraft 
Cheese Company, denying flatly 
that there is any intention of de- 


ceiving the public in marketing and 
advertising of its American - made 
Roquefort and Swiss. delicacies, 
prepared to defend itself this week 
against two injunction suits filed in 
New York courts. 

In New York federal court, B. M. 
Douglas Company, Inc., Ameri- 
can agent for the Roquefort Cheese 
Association of France, asked $25,000 
damages, an accounting, and an in- 
junction restraining Kraft from 
using the word Roquefort or a de- 
rivative thereof on the ground that 
its use indicates to the public that 
the original French product is be- 
ing offered. Through its legal coun- 


as 


4 
ot 


——s Ei _ Ft 1-2 1 


4 
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{ TELL THEM WITH A \ 
Here is the finest and most economical point 
f pureha lvertising i fluorescent lighted 
clook Hrilliant inhted dial, I quare, mace 
to isto qjuirer t Self tarts me 
ment, be and t, turn off siteh for tul 
T neonditional uaranteed for one Vear tar 
fully ef ' ! r maxinun lial ul jal 
bility 
Clock " vy. ar il in det hi 
ne | thot hitte nt matel other { 1 
cont natu tan ! hu t " ‘ t 
fastened sall 
Write f t Very low prices in quantity 
Complete coaperatior sith nationa wivertiser 
PANELLIT DISPLAYS INC. 
1528 W. Armitage Ave., Chicago, Illinois 
Signs Ahead of the Times 


cheese fully inform the public that 
it is a Roquefort-type cheese made 
in the United States from cow’s 
milk, not sheep’s milk, which is 
used in the original French cheese. 
Kraft takes the view that the wrap- 
pers speak for themselves, and that 


there is no intention to fool the 
public on such a score. Technical 
points in the case will have to be 
fought out in open court, and the 


company is prepared to defend its 
rights. 

In the second suit alleging unfair 
competition, the Switzerland Cheese 
Association, Inc., filed an action in 
New York supreme court seeking to 
prevent Kraft from selling or adver- 
tising any product under the name 
of Swiss cheese bearing a wrapper 
with red coloring and radial mark- 
ing. The association claims that 
Kraft has been marketing loaves of 
cheese marked “Swiss cheese” and 


using red radial lettering similar to | 


that in- 
“Switzer- 
Kay 


the association's, 
stead of using the 
land” it has printed 
Dee.” 


except 
word 
“Swiss 


Termed “Error” 

A legal spokesman for Kraft 
termed the filing of this suit “an ob- 
vious error” on the part of the as- 
sociation, since the two have long 
operated on a friendly basis. Sev- 
eral years ago, it was pointed out, 
Kraft and the association reached 
an amicable agreement on the use 
of a radial style of marking for the 
Swiss cheese. Kraft has not vio- 
lated the agreement, it was said. 


The Roquefort Cheese Associa- 
tion, in a separate New York su- 
preme court action, also seeks an 


injunction against June Dairy Prod- 
ucts Company, Inc., to prevent what 
it considers unfair labeling of the 
product called Blue Moon Roque- 
fort cream spread. It is manufac- 
tured by a_ subsidiary company, 
Blue Moon Foods, Inc., of Mil- 
waukee. 


S. D. Wolff Moves 


Samuel D. Wolff, New York, pub- 


lishers’ representative, has moved 
from 509 Fifth avenue to 130 W. 
42nd _ street. 


Announcing 


The 


TOMORR 


A Prospectus 


Y the pressure of tremendous 

events the world has been, 
against its will, swept into a whirl- 
pool of danger to all its peoples. 
In the midst of the chaos, those 
who are thinking are aware that 
the greatest of our problems is no 
longer only the problem of today 
but the problem of a program for 
tomorrow. 


The magazine, TOMORROW 
will seek to gather from the most 
enlightened and free minds of to- 
day their vision of tomorrow and 
their ideas for a better future. 
From the fields of science, phil- 
osophy, religion, and art, TO- 
MORROW will draw these an- 
alysts of the new era. In the first 
issues are articles by James Hil- 
ton, Sigorid Undset, David Mor- 
ton, Sir George Dyson, Reverend 
Dean Inge, Dorothy Canfield 
Fisher, and others of similar 
calibre. 


First issue out 
WE WILL BE GLAD TO FURNISH FU 


SEPTEMBER, 


of the Future 


OW 


TOMORROW will endeavor 
to make its readers more keenly 
aware of their participation in the 
work of the future in business, pro- 
fessions, farming, and the arts. Its 
aim, to point the way to a new 
dignity in living. 


WHO WILL READ 
TOMORROW? 


Men and women of every country 
who appreciate stimulating an- 
alyses of world occurrences. Scien- 
tists, physicians, teachers, business 
men, clergymen of all denomina- 
tions, poets, painters, musicians. 


OMORROW will be 8!/,” x 

11/4” in size. Its content will 
vary from forty-eight to fifty-six or 
more pages. It will be printed on 
handsome paper, in modern type, 
readable format, beautifully illus- 
trated. TOMORROW will be pub- 
lished monthly and sold at twenty- 
five cents per copy ($2.50 for 
yearly subscriptions). 


RTHER INFORMATION UPON REQUEST 


PUBLISHED BY CREATIVE AGE PRESS, INC. 


ELEVEN EAST FORTY-FOURTH STREET 


NEW YORK, NEW YORK 


1941 


6 CARS DIED 2 YOURS CAN LIVE LONG 


Reproduced above is one of the news- 
paper advertisements which are to ap- 
pear for Continental Oil Company, 
through September, in 1,279 papers as 
part of its largest ad campaign. The 
Nth oil cans carry informative labeling 
strips, explaining the ingredients in the 
product and thus furnishing consumers 
with a type of information often re- 
quested. Tracy-Locke-Dawson, Inc., New 
York, is the Conoco agency. 


Alka-Seltzer 


Copy Tries Out 
Juvenile Slant 


Chicago, May 28.— The juvenile 
movement in advertising, which has 
drawn into its maw such far-flung 
examples of juvenilia as the Dionne 
quints, the Quiz Kids and countless 


infants of the diaper age, has 
reached out and snared new re- 
cruits to help Alka-Seltzer, made 


by Miles Laboratories, Elkhart, Ind., 
solve its merchandising problems. 
The Alka-Seltzer copy, which first 
appeared in Parents’ Magazine for 
April, is institutional in character 
but the selling angles are by no 
means overlooked. 

Robert Archer of the Wade 
vertising Agency, which has 
Alka-Seltzer account, pointed out 
that the series is still somewhat in 
the tentative and = experimental 
stage. The initial advertisement 
used the headline, “A Big Problem 
for a Little Man,” over a page of 
copy Which included a photo of a 
solemn little guy with his dog, some 
verses in which the lad states his 
troubles, and finally an appeal “To 
Those Who Work with Children” 
which makes a place for Alka- 
Seltzer in the job of enabling par- 


Ad- 
the 


ents to rear children properly. The 
copy carries an offer of a_ free 
sample of the product which, Mr. 
Archer reports, indicates that the 


advertisement has satisfac- 
tory response. 

Another piece of smaller copy in 
the same magazine for July carries 
out the same general theme but on 
a humorous note with one young 
man of some ten years old very of- 
ficiously sitting behind his home- 
made desk and ordering a young 
lady of equal age to “Take a letter 
to Alka-Seltzer—and tell them this. 

*“ which opens the way to some 
pertinent advice to parents to 
just what Aka-Seltzer will for 
them 

What is considered the top ad of 
the thus far, however, will 
appear in the August which 
will feature the interpretation by 
three youngsters of the “Spirit of 
76." The headline on the copy will 
be the “Spirit of °41" and will tell 
the same general story the two 
previous advertisements 


Merrick Joins |-W-T 


won a 


as 


do 


series 


Issue 


as 


Robert Merrick has joined J 
Walter Thompson Company, New 
York, and will leave shortly for 


Brazil where he will be director of 
Brazilian operations over both the 
Sao Paulo and Rio de _ Janeiro 
offices. He was formerly advertis- 
ing and sales promotion manager 
of General Motors Corporation for- 
eign division and advertising man- 
ager of Corning Glass Works, Cor- 
ning, N. Y 


Johnston to Bendix 

Hugh R. Johnston, formerly with 
Atlas Corporation, has been elected 
executive vice-president of Bendix 
Home Appliances, Inc., South Bend, 
Ind. 


The rates for this department are 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with ord 

All other 
$4.75 per inch. 


Wanted,” 
3@ cents a line, minimum charge $1. 


as follows: 


“Representatives Wanted,” « 


er. 
classifications (single insertion rates): % in., $2.75; 1 to 8 


HELP WANTED 
KASTERN ADVERTISING MANAGER 
We want a man to act as eastern 
manager of our two publications which 
are published in Chicago. The man 
must be diligent, conscientious sales- 
man, preferably with actual business 
paper experience. Salary, expenses and 
bonus 
Box 3382, ADVERTISING AGE, Chgo 

ADVERTISING SALESMAN 
A Chicago publisher's representative 


wants an able assistant Prefer man 
who has had business paper experti- 
ence but will consider hard working 


salesman, good personality, good or- 

ganizer and letter writer. Small start- 

ing salary, expenses and bonus with 

substantial opportunity 

Box 3383, ADVERTISING AGE, Chgo 
MISCELLANEOUS 

PLBLISHER with twenty-five years 


successful record, has room in his or- 
ganization for another paper Kither 
one already established or a worth- 
While idea for starting one Gener- 
ous arrangement and ageressive pro- 
motion promised 

tox 3380, ADVERTISING AGE, N. Y 

WORLD FAMOUS FIRMS USE 


Bairdset ads for 30 years It Pays 
Day and night service, clean proofs 
faust quality production, save yout 
time Ads pull 25° better 


BAIRD adsetters, IS EK. Kinzie, 


WHI, 4347, Chro. 


MISCELLANEOUS 
Etchings, Color work, © 
discount. Graphic Arts Photo Ser 
Hamilton, Ohio 
A GOOD GADGET LETTER will | 
your letters on top of the desk 
some chance of doing busi 
Wastebasket letters cannot talk 
Write for illustrated circular, 
A. Mitehell, Ro 215, 326 N. Michi. » 
Ave. Chgro. 


POSTTIONS WANTED 


Artist—Ilayout & lettering. 14 yrs... p, 
designing newspaper, mag. ads, tf 


Halttones, 


ers, broadsides, displays on nat! 
eounts Married, draft exempt 

Box 3384, ADVERTISING AGE, ¢ 
Artist: Experienced designer, lett: -cr 
and = figure-man with good = ik 
knowledge production Not sul 
draft 

Box 3381, ADVERTISING AGE, ¢ 


BUSINESS SERVICE 
Mr. Sales Manager! 
Let me show you how to help 
salesmen produce more through : 


sonalized house-organ You ser 
editor I do the work Kdward | 
stein, 201 N. Wells St Dea, 8557 


REPRESENTATIVE: AVAILABLE: 
One additional trade or class publi 


tion desired for Chicago territor 
experienced man 
Box 3379, ADVERTISING AGE, C 


Premium Methods 


Defended Before 
PAA Departmental 


Boston, May 28.—Members of the 
Premium Advertising Association 
were presented today with a rous- 
ing defense of their merchandising 
technique when Harry L. Hansen, 
assistant professor of marketing at 
Harvard Graduate School of Busi- 
ness Administration, reviewed sev- 
eral of the criticisms most often 
leveled at premium merchandising 
and offered a rebuttal for each. 

Prof. Hansen shared the platform 
at the AFA departmental session 
with Charles Wesley Dunn, counsel 
to the premium group. William L. 
Sweet, president of the Association, 
presided. 

The argument that premiums lead 
to “indiscriminate and unnecessary 


purchasing” on the part of con- 
sumers was disposed of by Prof. 
Hansen by pointing out that it is 
Within the customer’s province to 
withdraw his patronage if any 


product does not measure up to ex- 
pectations after purchase. He de- 
nied that consumers are blinded by 
the premium offer and consequently 
overlook the inherent qualities of 
the product. 


Must Be Simple 


He also challenged the assertion 
that premiums obscure prices and 
hinder price comparisons, thus con- 
fusing the consumer. To be suc- 
cessful, premium offers must be 
kept simple and easy to understand, 
he pointed out. The contention that 
premiums contribute to careless and 
irrational buying, he went on, falls 
of its own weight because it im- 
plies that the consumer ordinarily 
exercises a careful judgment over 
value that is interfered with by the 
premium. 

Prof. Hansen 


warned that re- 
straints aimed at premium mer- 
chandising are, in effect, directed 
at advertising as a whole. It is im- 


possible to distinguish between the 
two, he asserted. 


Salutes Newspapers 
Station KSFO, San Francisco, in 
cooperation with the San Francisco 


Junior Chamber of Commerce, has 
started broadcasting a series of 
weekly programs designed to call 
attention to the newspapers and 
industries of northern California. 
The first of the series, aired May 
26, was a salute to the California 


Newspaper Publishers Association. 


Continental Expands 
Staff Drive to N. Y. 


Continental Baking Company \v 
introduce its new Staff bread, *« 


riched in natural vitamins,” to 1 
New York market June 2, wit 
full pages in eight metropolit: 


papers. Insertions will appear on 
and twice daily. 

Staff was first introduced 
in April in Rochester, N. Y. 


eal 


Sin 


-that time copy has appeared in 


cities throughout the East and Mid 
west. Ted Bates is the agency. 


BETTER COPIES 
BETTER SERVICE 
BETTER LAYOUTS 


RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave. .. NEW YOR‘ 
@ Ninth-Chester Bldg. . . CLEVELAND 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVER: 
IN CHICAGO 
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“ederal, Private 
Power Companies 
Join in Appeal 


Ask Power Users in 
Southeast to Conserve 
Energy 


Nashville, Tenn., May 27.—Ap- 
pcaling to the public in the South- 
eu st to join immediately in a volun- 


ay campaign of economy in the 


u of electricity, nine federal 
acencies and private power com- 
panies carried a joint message to 


the affected area this week in full- 
poge newspaper advertisements 
pr nted in 16 Tennessee dailies. 

‘he appeal was launched in edi- 
tions of the metropolitan cities on 
Sunday, to an audience which may 
be affected vitally if national de- 
fense needs for power and an un- 
precedented drought force a heavy 
curtailment of electric light, heat 
and power supplies to private con- 
sumers. 

Vital to Defense 

Addressed to all users of the area, 
the advertisement pointed out that 
vital defense activities in the South- 
east must not be interrupted or cur- 


} in Appeal to All Users of 


ELECTRIC LIGHT. HEAT and POWER 


The 


| YOUR CO-OPERATION IS NEEDED! 


i 


tailed but that lack of rainfall 
has threatened the normal supply. 
“Even if normal rainfall should end 


the drought,” the copy adds, “you 
will still be asked not to waste 
power. The Federal Power Com- 
mission and the public and private 


power agencies in the area are co- 
operating on improved = arrange- 
ments for interchange between the 
systems in order to make 
every potential kilowatt hour avail- 
abl But this may not prove 
enough to meet the emergency. The 
undersigned governmental agencies 
and companies therefore appeal to 
the public to join immediately in a 
voluntary campaign of economy in 
the use of electricity. If the ar- 
vgements for interchange of 
power are successful in making 


several 


rar 


a 
| 


It's a full-color broadside fea- 


turng tempting ice-cream 
dis ‘es made with bananas. We 
Prc juced this piece for an ice- 


Creim manufacturer. It is so 
stic that it makes our 
ths water. One look, and 


will agree it has powerful 
‘-appeal. 


“Division CLEVELAND 


| Company 


lalso president of 


pany, 


“THIS WEEK" HOST TO NEW ENGLAND ADVERTISERS 


Special guests at this Boston function included (seated) W. H. Leahy, Dennison 


Mfg. Company; L. B. Boynton, Earnshaw 
and Harry Caswell, W. F. Young, Inc. 


Knitting Mills; John Sterling, This Week; 
Standing: Walter Blanchfield, This Week: 


Jed Carter, Boston Food Products; E. M. Covington, This Week. 


larger supplies of electricity avail- 
able and the response to this appeal 
is sufficiently generous and spon- 
taneous, further drastic curtailment 
may be long postponed, or, perhaps, 
forestalled altogether.” 


Nine Sign Ad 


Signers of the advertisement in- 


clude the Federal Power Commis- 
sion, the OPM, War Department, 
TVA, Alabama Power Company, 
Georgia Power Company, Gulf 


Power Company, Mississippi Power 
and South Carolina 
Power Company. 

Among users of the TVA power 
in defense work are the giant plant 
of the Aluminum Company of 
America at Alcoa, Tenn., and other 
large factories in the area. 

The advertising was placed by 
C. P. Clark, Inc., Nashville agency 
which also handles tourist and in- 
dustrial advertising for the state of 
Tennessee. 


Abbink Named Publisher 


by McGraw-Hill 


John Abbink, 
director, Mc- 
Graw - Hill Pub- 
lishing Company, 
New York, has 
been appointed 
publisher of En- 
gineering News- 
Record and Con- 
etruettion 
Methods. 

Mr. Abbink is 


Pub- 
Interna- 
tional Corpora- 
tion, a McGraw- 
Hill subsidiary, and will retain this 
position in addition to his new pub- 
lishing duties. 


Business 
lishers 


John Abbink 


Stannard Maned Head 
of Montreal Club 


William C 
Stannard, an ac- 
count executive 
of J. Walter 
Thompson Com- 
pany, Ltd., Mon- 
treal, has been 
elected president 
of the Advertis- 
ing and Sales 
Executives Club 
of Montreal for 
the ensuing yea! 

The club in- 
cludes more than 


x 


W. C. Stennerd 300 advertising 
and sales execu- 
tives in the Canadian city and is 


affiliated with the National Federa- 
tion of Sales Executives 


Bennett to WJJD 


Dave Bennett, president of Dave 
Bennett & Associates Advertising 
Agency, Chicago, has dissolved his 
agency and joined Station WJJD as 
local sales manager, a new post. 
Herbert P. Sherman continues as 
national sales manager 


Barrett to Packard 

Neal Barrett, manager of Station 
KOMA, Oklahoma City, for the 
past eight years, has resigned to 


become a partner and general man- 
Com- 


of Packard Oklahoma 
Oklahoma City. 


ager 


Radio Audience 
Hears Ad Problems 
Via ‘Town Meeting’ 


Conway, Blackett, Gal- 
lup and Powel Make Up 
Discussion Panel 


Boston, May 28.—Advertising and 
its related problems were brought 
to the attention of a nationwide 
audience of radio listeners here this 
week when a panel discussion, pat- 
terned after the Town Hall Meet- 
ing of the Air and broadcast over 
station WBZ and the Blue network 
of the National Broadcasting Com- 
pany, was presented as part of the 
opening AFA general 
George V. Denny, Jr., moderator of 


session. 


the popular radio feature, per- 
formed his usual duties 
Participating in the round table 


discussion, entitled “How Advertis- 
ing Can Best Serve Democracy To- 
day,” were Carle Conway, chairman 
of the board, Continental Can Com- 
pany; Hill Blackett, vice-president, 
Blackett-Sample-Hummert; George 
Gallup, vice-president, Young & Ru- 
bicam, and Harford Powel, Insti- 
tute of Public Relations, now serv- 
ing with the defense staff, 
U. S. Treasury Each 
member of the panel delivered a 
brief address, following which the 
Town Hall technique of permitting 
cross-questioning by the partici- 
pants and questions from the floor 
was brought into play 

Mr. Conway's text was that the 
advertising business now has anew 
client, the American people, and 
that next year Uncle Sam may very 
well head the list of leading adver- 


savings 
Department 


tisers. His own company, he said, 
has inaugurated a larger campaign 
than last year, which will be de- 
voted to publicizing the work of 
some of its customers 
Consumers Wield Stick 
Mr. Powel, replying to a formal 


question as to whether the demand 
for more product information and 
less ballyhoo is real or is limited to 
pressure groups, indicated em- 
phatically the belief that it 
from all consumers. However, he 
said that since the object of busi- 
ness is repeat orders, “modern ad- 
vertising is self-cleansing Insin- 
cerity defeats itself, and ballyhoo is 


comes 


widely recognized as bunk.” 
Mr. Blackett was asked whether 
the government was aware of the 


potentialities of advertising in solv- 
ing the problems of the present 
emergency and replied with an em- 
phatic affirmative. He added that 
there are two great objectives that 
can be aided by advertising, one be- 
ing to inform the public of the tax 
burden which will have to be borne, 
and the other to aid in a general 
campaign of health education to 
meet the condition indicated by 
draft board reports that 41 per cent 
of eligible men are physically unfit. 


Dr. Gallup declared that his ex- 
perience of six 
and analyzing public opinion has 
given him a profound respect for 
the good common sense and sound 
judgment of the masses. 

“Given all the facts, the people 
can and do make sound judgments,” 
he declared. “But the people must 
have all the facts. Where part o1 
all of the truth is withheld, as in a 
dictatorship, it is impossible to ex- 


years In securing 


pect the people to reach sound con- 
clusions. In the realm of advertis- 


ing I'm afraid this hasn't always 
been done.” 

The question period was pleas- 
antly animated and the experts on 


the platform handled themselves 
with complete assurance One of 
the most pointed questions was di- 
rected to Dr. Gallup as to whethe 
he believed that, as has been said, 
his polls not only record but in- 
fluence public opinion 

He replied that he does not be- 
lieve that the public is influenced 
by the polls as published, although 
as to professional politicians, he 
said, “I am not so certain.” 


G-M Makes Changes 


General Motors Corporation, New 
York, has appointed Charles B. 
Stiffler general assistant comptroller 
and has named Walter N. Potter his 
successor as general manager of 
United Motors Service. Wallace G. 
Kileen and J. A. Sarason were 
named assistant comptrollers. Ed- 
ward Riley was appointed general 
manager of General Motors Over- 
seas Operations, succeeding Graeme 
K. Howard, now vice-president. 


Desha Joins Mordkin 


The fashion artist, Desha, has 
joined Michael Mordkin, Jr., pack- 
aging designer of Rudolph Orthwine 
Corporation, New York, and will 
specialize in national campaigns, 
magazine and outdoor advertising 


Purchases Company 
Russell-Miller Milling Company, 

Minneapolis, has purchased all out- 

standing capital stock of Standard- 


Tilton Milling Company, St. Louis 
The St. Louis company operate 
flour mills at Alton, Ill, and 
Dallas, Tex., where new equipment 
is to be added 


Discuss Window, 
Store Displays 
at AFA Session 


May 28.—I. J. Bander, 
vice-president and general manager 
of the drug division oi 
& Robbins, and F. D 
president, 


Boston, 


McKesson 
Gonda, vice- 
Einson-Freeman Com- 
pany, discussed the practical aspects 
of window and store display at a 
special departmental on that sub- 
ject held here this morning in con- 
junction with AFA convention 
Frederick W. Bliss, General Electric 
Company, presided. 

Mr. Bander emphasized the waste 


Which results from badly-planned 
displays and by using those in- 
tended for one type of store for 


others. With 60,000 drug stores in 
the country, he pointed out that 
one-twelfth do one-fourth of the 
total volume. At the same time, he 
warned that studies along this line 
should not neglect the smallei 
stores, since a vital function of store 
displays is to tie in with and make 
more effective the various types of 
national advertising which pene- 
trates into all parts of the country 
Color, light and motion, with easily 
read and understood copy and effec- 
tive use of illustration, copy and 
human interest, were the important 
factors to be observed, he said 

Mr. Gonda’s illus- 
trated by and 


address was 


numerous displays 


cut-outs which emphasized his 
points, five in) number He said 
that to be effective in selling, dis- 


plays should help the dealer to sell 
merchandise other than that of the 
advertiser, help him to sell his 
store, help tie up with seasonal or 
other nationwide appeals, help to 
promote a department or a general 
type of merchandise, and bring cus- 
tomers into stores by tying the dis- 
play into a premium o1 
appeal 


J. T. Peden Advanced 
eo. 


T. Peden has been appointed 
manager of the Youngstown, O., 
office of Westinghouse Electric & 
Mtg. Co Since 1923 he has been 
manager of the company’s. steel 
mill division. 


curiosity 


“American Advertising Agencies” de- 
scribes the many services the agency 
is called upon to perform in radio, 
direct mail, publicity, promotion, 
out-door advertising, premium adver- 
tising, business films, and other me- 
dia. To the executive and owner of 
@ growing advertising agency Amer- 
ican Advertising Agencies will be in- 
valuable as a reference on business, 


Get This Guide 


officer and 


book 


erence 


Do You Know What 
AGENCY Services Are 


Making Money Today? 


Profitable Agency Practice 


It contains a complete survey of the functions, personnel, 
organizational set-up, duties and requirements of each 
employee of an 
describes the many services a modern agency is called 
upon to do for clients in all fields. 
and practical 
ican Advertising Agencies will be helpful to students of 
advertising as well as to agency executives. 


technical, legal and managerial prob- 
lems involved in the daily perform- 
ance of his business. It will tell him 
how to organize the work of his 
agency for greatest efficiency, what 
departments and services should be 
extended to take care of growing 
demands made of agencies and sug- 
gest ways and means of making 
agency practice more profitable. 


Book to 


advertising agency. It 


As a combined ref- 
how-to-do-it guide Amer- 


Tear out 


Write name, address and 
number of copies desired on the 
lines above and inclose with your 
remittance at $3 per copy. 
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Broadening Mass 
Market Hailed 
by Rubicam 


(Continued from Page 1) 


expanding markets, of new chal- 
lenges to manufacturing ingenuity, 
of new work for advertising.” 

The removal of essential materials 
from consumer goods production 
will stimulate industry to find sub- 
stitutes that will do the job better, 
Mr. Rubicam predicted. Out of this 
war “are bound to come new prod- 
ucts, great technical advances—and 
many of them full of news, tremen- 
dously stimulating news, which 
advertising can pass on.” 

Among the favorable factors cited 
by the Y&R executive were rising 
farm income; expanding domestic 

markets for food products due to 
the loss of export markets and the 
availability of a $140,000,000 annual 
tourist expenditure formerly poured 
out in European travel. 

Expressing the hope that adver- 
tisers will not permit fear to dictate 
their decisions and lead them “to 
cancel legitimate nr eee Mr. 
Rubicam also sounded a warning 
against the use of saentiaian for | 
“illegitimate work” during’ the 
emergency. 


“T hope that no advertising sales- | 
man and no advertising agent urges | 


any advertiser to increase or main- 


New Haven Proven . 
As Test Market; 


Probably no market in America in the 
third of a million population class, has 
proven itself so effective for testing 
newspaper ad copy as “REGISTER 
crIry.” This unique New Haven, 
Conn, market has a New Haven Keg- 
ister 98°) urban coverage with a pros- 
perous suburban coverage of one-third 
of the market. There are 888 indus- 
trial plants in “REGISTER CITY” 
with a high income average. Send for 
colored market brochure “KEGISTER 
CITY” to the Register, New Haven, 


‘ 
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4 
4 
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4 
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‘ 
4 
: 
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tain his advertising because he can | 
avoid taxes by so doing. I hope as} 
hard as I hope anything in connec- 
tion with our business, that we rise 
above this. It is a bad reason and 
a bad attitude. It will injure the 
standing of advertising, of all those 
who use it and produce it, and will 
hurt its future. “I hope that adver- 
tising men will discourage the use 
of advertising to help make possible | 
unwarranted price increases, to aid 
or misrepresent unwarranted sub- 
stitution. 

“I hope advertising will recog- 
nize that in the long run the con- | 
sumer is its boss. Advertising, as | 
| an institution, cannot meet the criti- 
|}cisms or prejudices of every con- 
sumer or every consumer group. | 
Advertising, as an institution, can- 
not eradicate the offenses of every 
advertiser or every campaign. 

“But advertising as a whole can | 
perform for the American public, 
in war and in peace, a great and 
diversified service of inducing bene- 
| ficial mass action—and can perform 
| this irreplaceable service in the 
only way befitting democracy in a 
modern world.” 


—— — | 
National Junior 


Ad Council Will 
Be AFA Adjunct 


Boston, May 28.— The National | 
Junior Advertising Council of 
America was formed here at the 
AFA convention this week and, 
|if present plans work out, will 
shortly become a recognized depart- 
mental of the AFA, 

The organization at present con- 
sists of the junior advertising clubs 
of Detroit, Chicago, Boston and New 
York and other groups are expected 
to join as word of the activity 
spreads. Al Becker, of the Chicago 
Club, was named chairman of the 
| group. 
| Arthur Brown, Boston, was 
L named vice-chairman; John C. 

Jones III, Boston, treasurer; and 

Carle L. Blanke, Chicago, secre- 
tary. 
| The new departmental will hold 
| its sessions each year in conjunction 
with the AFA. 


| 


Who Reads Y 


Newspaper Advertising in 


CARTHAGE? 
HARTWELL? 


our 


HE Ross Federal Research Cor- 

poration talked to housewives 
representing more than 4% of ALL 
families living in the northern- 
most Millcreek Valley districts of 
Cincinnati. 


Asked “In what ONE Cincinnati 
newspaper do you pay the most 
attention to advertising?” ... 49% 


of those who expressed a definite preference for 
ONE paper said “Times-Star,” as compared with 
only 28% for the other evening paper, 15° for 
the Sunday paper and 8% for the morning paper. 


3 TU0Y 


=) No. 8-35 5 

Augen, 1900 
x CERTIFIED 

ALL FIGURES 

~ REPORTED AS 
fad FOUND 

ROSS FEDERAL 


ACH CORPORATION 


PROOF that the Times-Star’s LARGEST daily 
circulation in the rich $300,000,000 Cincinnati Trad- 
ing Area blankets these important valley com- 
munities with greatest selling efficiency—just as it 
does Cincinnati's hilltop residential sections. 


Part of a detailed study covering 58 sections of 
Metropolitan Cincinnati, now available FREE. 


CIVCINAATT TIMES-STAR 


HULBERT TAFT, President and Editor-in-Chief 
Owners and Operators of Radio Station WKRC 


NEW YORK 
Martin L. Marsh, 


(0 East Forty-second Street. 


CHICAGO 
Kellogg M. Patterson. 
333 North Michigan Avenue. 


THIS WEEK 


1S 
! 


LAST|-— 


f Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


A bill which would have repealed 
lichigan’s 1939 apple i 
tax law has been ruled ’ 
“dead” in the state house of repre- 
sentatives. Its defeat was the sec- 
;ond suffered during 


would 


have repealed the 


supreme court inarfr 
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JANUARY FEBRUARY MAY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
Week Week 
Ended Ended 
5,1940 May 2 May 25,1940 May 24,1941 Liss 
Akron, © ~ 209,437 ~ 224,196 7.0 
Albany, N. Y 171,959 199,437 6.4 
‘Atlanta, Ga 338,422 364,812 7.8 
taltimore, Md $82,241 506,871 1 
Birmingham, Ala 259,658 289,730 L.f 
Boston, Mass 339,959 403,023, Tr 
Bridgeport, Conn 218,176 229,432 9 
Buffalo, N. Y 340,157 75,848 
i(amden, N. J 116,246 125,957 ‘4 
(Cedar Rapids, la 95,004 98,154 
Charleston, W. Va 3 233,401 217,042 
“Chicago, Ill 1 S 624,680 HOHO,SSS § 
Cincinnati, O D t38,016 370,411 ¢ 
Cleveland, © s 100,519 $17,241 2 
Columbus, © 7 282,231 272,574 { 
Dallas, Tex 7 108,770 355,571 
Davenport, Ta 7 209,762 185,122 
Dayton, © S 295,558 142 608 ’ 
Denver, Colo S 170,279 155,381 ‘ 
Des Moines, la S 138,597 129,695 4 
Detroit, Mich ) 152,216 $9@, 379 } 
Kl Paso, Tex... 4 215,432 231,700 6 
erie, Pa ‘ 3 213,640 212,520 ) 
Mvansville Ind 7 251,384 267 { 
Fall River Ma l 78.400 86 
Flint, Mich JOU 286 222 
Kort Wayne, Ina 247,380 250 ] 
Gary, Ind 150,036 162, 1 
Grand Rapid Mich 210.070 218, 
(ireenville, S. ¢ 149,108 167 
Houston, Tex $41,040 177,372 
Huntington W. Va 181,421 
Indianapolis, Ind 133,006 
Jacksonville Fla 201,600 
Jersey City, N. J 60,884 
Kansas City, Kan a 92,283 
Knoxville, Tenn 223,160 
Little Rock, Ark 209,790 
La Angeles Cal 445.588 \ 0 
Louisville, Ky 388,701 
Lynn Mass 
Manchester, N. H 
Memphis, Tenn 
Miami Fla 192,118 ( 
Milwaukee Wi 57,81 
Minneapolis, Minn 228,305 177,174 H 
Moline-Rock Island, Tl 175,952 171,598 ) 
‘Nassau County, IL l 2 764 102,573 14 
New ftedford Ma 67,928 78.610 7 
New Haven, Conn 190,274 
New Orleans, La 873,697 0 
New York, N. Y 2 178,285 1 6.2 
Brooklyn, N. Y 68,152 6.1 
Norfolk Va 194,278 0.8 
Oakland, Cal 192,17 2 9.2 
Oklahoma City, Okla 134,358 173,306 0 
Omaha Neb 126,851 128,156 
Peoria 11! } 239.075 259.420 85 
Philadelphia Pa l 96,32 644,229 &f 
Phoenix, Ariz 161,630 183,932 
Pittsburgh Pa $45,648 459,298 
Portland, Ore 234,220 255,206 
Providence R. I 30,256 238,713 
Reading ba 228.746 238.672 
Richmond Va 273,294 273,252 
Rochester N \ 27,892 4,634 : 
Rockford 11! 196,042 181,720 
Sacramento, Cal 166.208 181,496 ’ 
Sat Anteor rex 145.646 99 G98 
Sa Dies Ca 25,234 248,234 
Seatt Wasl 244.944 58.188 
South Bend, Ind 113,487 122,40: i 
Spokane Wash 115,458 109,176 
St. Loui M 84.435 86,195 0.8 
St. Paul Mint °16.429 196.714 41 
Syracuse, N.Y 164,325 180,311 7 
Ta ma, Wash 123,086 148,432 v8 
Tampa Fla 15 ao 139.006 ) 
Toronte ont Car 287.014 G9 OF 7 
T? N \ 11 mo 107.016 « 
Tu Okla 244,958 182.988 
Washinetor 1) ‘ l 671.243 739.072 
Youngstow ) 166.520 183.746 
rotal 42 2 SOS 224 21.529.68 
1 Atlanta Georgian ‘ i published 228-pagwe Cent nia 
publication Dec. 17 , containing 428,848 lines 
2 Chicago Herald & Ex: 28, 19 
Minneapolis Star and. 1, 39 ‘lished 100th Anniversary) 
4 Newsday launched Se containing 216,027 lines 
) Figurs not included 
6 San Diego Sun su 
— 
; | session of the ‘ , , ite 
Repeal Bill Loses constitutional by the 


ecent dec 


3) 


‘ = ADVERTISING AGE a 
; YEARTO DATE | 
—- 20 ' 
er iS 
a 10 ! 
5 I 
F LAST 
: = 8 
a c 
: a e, ; = — . — j 
a 
Hc a 
e o- r' 
= : 
:  / h 
i b 
“ 
ce 
- : ve 
a * th 
= cc 
o's ve 
=~ 7 - cc 
= = 
ait to 
— VE 
“ae to 
. to 
ic pe 
ed po 
10. 
oa it 
4 for 
ee on 
a* 
: a en¢ 
fi ai ai ‘ ma 
= the 
Pe ser 
= the 
ae cer 
ae: pal 
So it 
= lin 
on the 
Le C} i] 
Ba 
ee —_—_ Fe eee DF 
aa MA 
; N 
rf cou 
Ly whe 
. : 
. e ri . i) M 
o i (ees ho 
ae U df i hy the 
a aN > | 
a i de at : : at “a 
: Pad Pia t . a oo 
wre rh. 
=. ae £ J ; , ~ ‘ 4 ‘ \ aol Wes COU 
Bs ee Se oy) 
‘ ‘ m, ~ ad di ae 
. “ Mndre, 
AS \ \ oe wlession 
¢ \ red 
am 4 : «h R, 
; - ai Pe 
: ee F 
x a 
— 
il ee —__________________________] 
a EH GIBBONS KNOWS CANADA |g 
sti = a ee ail — — “ “ vas “ 
J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
= | Re get ae bes Hg P ie eh 5 . : 4 ree iy ia , ine, ae wae) ae = ara £8 re rinses Sates ¥ 7 2 Me § ip i “e ; he on ayia che Bik z le es | 
a OR Bi aaa is eral cee fee: ae ee ee, ; ~ Bey te C: & Rie ae Se ts ay OE Deck 3: aoa 


June 2, 1941 ADVERTISING AGE 33 
Roundu p of Advertising Promotions in the Test Stage Inject Vitamins udatax semana wis tak oe 


NEW QUAKER OATIES 
INVADES PEORIA MARKET 

Chicago, May 
cautiously in a single-market test, 
Quaker Oats Company has initiated 
its first advertising drive for its new 
ready-to-eat Quaker Oaties in 
Peoria, Ill. 

That both Quaker Oats Company 
and another major cereal manufac- 
turer, General Mills, Inc., Minne- 
apolis, have planned to introduce 
ready-to-eat oat cereals was dis- 
closed recently (ADVERTISING AGE, 
May 5). The trade first learned of 
Quaker Oaties March 15 when a 
proadside told grocers of lengthy 
experiments to perfect the new 
product. 

Signaling the start of actual mar- 
keting in Peoria, an initial seven- 
column by 155-line two-color ad- 
yertisement in the Star announces 
this “truly new flavor thrill” to 
consumers. Following years of de- 
veloping and perfecting the product, 
opy declares, the oats cereal is now 
ready for mothers who have wanted 
to give their children the healthful 
yalue of whole grain oats in ready- 
to-eat form. Quaker Oaties are said 
to be triple rich in vitamin B,, the 
“spark plug” vitamin. 


Uses Handy Package 
A new tip-top package is de- 


scribed, an oblong container w hich | 
permits the user to lift the top and 


pour out the cereal handily. The 
10-ounce box, which is wider than 
it is tall, provides extra visibility 


for the word “Oaties” when stacked 
on grocery shelves. 

That Quaker Oats is ready for an 
energetic battle for a share of the 
market is indicated by the claim 
that Oaties give 25 per cent more 
servings per package “than any 
the 4 largest - selling ready - to - eat 
cereals.” 


Plans for extension of the cam- 
 paign have not been revealed, but 
it is believed the drive will be 


limited for the immediate future to 
the Peoria area. Ruthrauff & Ryan, 
Chicago, handles the account. 


DRUG COMPANY TO 
MAKE TEST DEBUT 


New York, May 27.—One of the | 
country’s oldest drug houses will | 
make its advertising debut here 
when Royal Mfg. Company, Du- | 
quesne, Pa., launches a test drive 
n two newspapers for its Saxon | 


MAILING LISTS 


GET OUR FREE 


28. — Proceeding 


of | 


INTRODUCES QUAKER OATIES 
New! Ready- -to-Sewe! 


\ Gome to Peoria / 


FOPLE- OCH I BPK ee Fle WA & 
wae NOW ENOWT ABSOLUTE 
BECEESAST FO NDGMA, CfOMTH ENEES 


are “Tet ter vacwnes oeaner 


Oaties was released to the Peoria Star. 
been disclosed. 


and its new convenient Tip Top package. 


y - Delicious QUAKER OATES 


Initial newspaper advertising in the drive to promote new ready-to-serve Quaker 


Plans to extend the campaign have not 
Copy promotes both ready-to-eat features of the oats cereal 


Into National 
Defense Program 


(Continued from Page 1) 


| 
| 


Food and Drug Administration, of 
final rules on standards for vitamin- 
enriched products. The rules adopted 
| were similar to those proposed April 
{1 but their effective date 
|for Jan. 1, 1942. 


was set 


tive date was believed to have been 
motivated by the industry’s objec- 
tion to the inclusion of 
or Vitamin B., required rather 
than optional for all wheat products 
bearing an “enriched” name. (Ap- 
VERTISING AGE, April 21.) 

The industry’s objection, as stated 


as 


delaying the effective date of the 
new regulations, FDA has 
the pharmaceutical 


mineral oil. Scheduled for July 1, 


who are being counted on to supply 


riboflavin, He left that agency to form his own 


cent store mogul in the Armourdale 
district of Kansas City. His part- 
ner was his brother-in-law, Edwin 
O. Koch, who later assisted in the 
launching of Home Friend in 1904, 
but finally deserted the publishing 


field to become president of the 

Easy Hold Appliance Company. 
After the magazine passed into 

other hands, Mr. Young became a 


publishers’ representative, the Chi- 
cago Herald & Examiner being one 
of the papers on his list in 1915-16. 


|He preferred the other side of the 


FDA’s postponement of the effec- | 


| White 


in a brief filed with FDA by the 
Millers’ National Federation, was 
that riboflavin is so searce and | 
costly that to require its inclusion 
at this time might endanger the 
success of the whole program. By 


given | 
manufacturers, 


the liver-fortified product for a |iboflavin, sufficient time to increase 
|200-line insertions will appear in| special introductory price of 25 their output and thus decrease 
|the New York News and Brooklyn | cents, plus a fourth regular 10-cent | Prices. At hearings last fall prior 
on a twice-weekly basis, con- can of Dash for only one cent. The |t® formulation of tentative rules, 
{tinuing until fall. offer is limited, ‘the advertising drug spokesmen expressed confi- 
| A second test, for Saxon Vita-Pal tates, to supplies on hand at deal- Gence in the marys aay %e 
vitamins, is planned for September, ove’ shaves meet the demand for Vitamin B.. 
| with copy increased to 400 lines. pReenseey ee ree ee FDA regulations include several 
| Insertions will appear weekly in| .° ; | governing advertising and labeling 
several New York papers. nique last year with another brand procedures. When any optional 
| If successful in the New York | 0! its products, but the current test | bleaching ingredient is used, the 
area, the campaigns will be ex- marks its initial use for Armour’s}| word “bleached” must appear on 
| panded to Pittsburgh, Chicago and _canned dog food. Lord & Thomas,|the label. This word must imme- 
|Kansas City, where the company Chicago, is the agency. |diately and conspicuously precede 
(has branch offices. Hirshon-Gar- or follow the name of the food. | 
| field directs the account. KRAFT AFFILIATE JUMPS |}Other rules require that other | 


INTO SOUP MIX FIELD 


optional ingredients be 


Riven simi- | 


| 


ONE-CENT SALE | Chicago, May 28—Dainty Foods |!" mention on labels. 
Manufacturers, Inc., Chicago, has | Uneng Se Sanat government 
\j—_— . . salad < tone polit porn ae wr | officials who addressed the nutrition | 
pions , “FE meeting was Harriet Elliott, assist- 
BIGGEST BARGAIN IN A DOGS AGE ! /newspapers, radio and car cards S . — 


| idly - expanding 
| Dainty 


soup mix 
Noodle Soup Mix. 
The company, an affiliate of 
ic heese Company, Chicago, de 
| upon St. Paul and Milwauke 
| its first test efforts. Newsp: 


i* SALE 


antroduciag 


DASH 


Aemours Mew Improved Dog Mood that 


| 


| 
| 


i ‘ 
yA 


EASY NEW 


REFERENCE 


BOOK and 
MAILING 
LIST CATALOG 


FREE 


| 


es counts and prices on accurate guaranteed 
ling lists of all classes of business enter- 
ses in the U. S. Wholesalers—Retailers— 
*nufacturers by classification and state. Also 
undreds of selections of individuals such as 
"sional men, auto owners, income lists, etc. 


Write today for your copy 


R, Lt. POLK &CO. 


rol Bids in Principal Cities 


| 


Nuiling List t Compilers. Business Statis- 7 
‘«s. Producers of Direct Mail Advertising. | 


“ARMOUR OFFERS DASH | 
IN ONE-CENT SALE | 
| 


| Midwest. 


The one-cent sale technique is employed 
by Armour & Co., Chicago, as an atten- | 
tion-getter for its canned dog food, 
Dash, in Albany and St. Louis markets. 
Lord & Thomas, Chicago, is the agency. 


Chicago, May 27.—Headlined the | 
“biggest bargain in a dog’s 
one-cent sale to introduce 
& Co.’s improved 
has been launched 
paper advertising in 
one in the East, 


age,” a 
Armour 
dog food, Dash, 
through news- | 
two markets, 
the other in the 


DOL RL} 


cards 
Twin 


and car 


the 


are 
Cities 


being emp 


arket 
The test, strictly a “feeler” op- in market, 


radio augments these 
eratio s being made in Albany, 
Fate, lg ne “’ | the Milwaukee area. Withir 
N. Y., and St. Louis, Mo. Dog month, at least two other companies 
« -AS « : 
owners are offered three cans of ° 


have stepped up 


itiated a new for si 


soup mixes. 


campaign 


lof old-time goodness,’ copy b 


for the latest newcomer to the rap- 


_, WAY TO MAKE = 
DELICIOUS NOODLE SOUP! | 


LE SOUP MIX 


while 
two media in 


advertising or 


Dainty Noodle Soup Mix provides 


ant administrator in charge of the 
consumer division, Office of Price 
Administration and Civilian Supply. 
| She emphasized the government’s 
|intention of keeping prices within 
| bounds, despite such price spurs as 


field, 


Kraft 
cided 


e for 

pers | increased purchasing power, huge 
orders from the armed forces and 
shipments abroad under the Lend- 


Lease program. Noting that efforts 

|to achieve parity prices for farmers 
have recently added to the upward 
j}trend of food prices, she pointed 
out that “this inevitably means 
higher costs of some foods.” 

Miss Elliott declared that in- 
‘| creased food prices “make impera- 
| tive the much wider use of quality 
| standards and grades to enable con- 
|sumers to compare products, stretch 
|their food pennies, and make their 
food purchases fit their needs.’ 

She asserted that FDA’s minimum 
standards on foods “are not enough. 
| They do not provide the necessary 
| basis for economic efficiency as do 
standards and grades for products 
at different quality levels. Such 
| grades exist for some meat, eggs, 
| canned goods and fresh products. 
The prompt extension of the use of 
these grades in all retail markets 
is essential. As rapidly as possible, 
usable standards and other quality 
designations must be developed for 
products for which such standards 
do not now exist.” 


John O. Young, 
Former Publisher, 


loyed 


1 the 


* - Agency Head, Dies 
| Kansas City, Mo., May 26.—An- 
other stalwart who contributed ably 


four servings per package, which|to the development of advertising 
lcosts 10 cents, and is prepared| passed from the scene Thursday 
merely by emptying the contents| night when John Otis Young, 59, 
into a quart of boiling water and | ex-publisher and representative and 
| cooking for seven minutes. It’s “full| currently head of his own adver- 


oasts, | tising agency, died following a heart 


even though it comes out of a foil | attack. 
package. A double - your - money - Mr. Young was co-founder of 
| back guarantee is made, limited to| Home Friend, which cut a wide 
one trial package per customer,|swathe in the mail order field 
|with May 31 set as the deadline for |for many years. Later he became 
the special guarantee offer. a publishers’ representative, an 
Needham, Louis & Brorby, Chi-| agency expert and_ ultimately 
cago, handles the account. formed J. O. Young Advertising 
Ye oe Prac 


pe 5 ; z. age Eis 
ee Ae F 


fence, however, and 
his papers to join Ferry-Hanly 
Advertising Company, of which he 
became head of the planning board. 


relinquished 


small, but solid organization, which 
successfully handled dairy and mail 
order accounts for a score of years. 


EDWARD N. WHITE 

Holyoke, Mass., May 26.—Edward 
N. White, 77, chairman of the board 
of directors and treasurer of the 
& Wyckoff Mfg. Company, 
stationery manufacturer, died May 
21 at his home here after a long 
illness. 


Exclusive © . 
with Rapid 4 


RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bldg. . . CLEVELAND 


* 
ADVERTISING MEN 


WANTED! 


*® Yes we want you to expe- 
rience the convenience and 
comfort of this hotel cen- 


trally located in the heart of 
the agency distriet. Copy writ- 
ers, artists, production men 
all who burn the midnight oil 
to bring an advertiser's mes- 
sage to the masses —will find 
sanctuary here. Our overnight 
kits help make unexpected 
detention in’ town easier 
bear. 


Youll like our accommoda- 
tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat, where 
youll relish luncheon, dinner. 
supper, or a nightcap after a 
siege at the office. 


NOTE 


Several agencies have 
visable to make special arrange- 
ments here for their entire staffs. 
We will be pleased to have our rep- 
resentative call on office 
to discuss the merits of 
arrangement, 


Hotel 
BELMONT PLAZA 


Lexington Avenue at 49th Street. New York 
JOHN H. STEMBER, Manager 
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ADVERTISING AGE 


June 2, 194) 


Urges Industry to 


wares or services fearlessly, factu- 
ally, against the time when you will 
return to normal production and 


The Association of National Ad- 
vertisers, Mr. Sajous related, re- 
cently gave the Institute a list of 


STOPPER 


David J. Finn, advertising and salt 
promotion manager of the RC/¢ 
Mfg. Co., Camden, N. J., before t 


2 distribution.” Third, seek out new}12 questions suitable for study, convention-goers. “I think certa 

R f | R tr in for markets, new products and new| which will be used in the research | advertisers of today, as in the l; 

r e 00 ' e a opportunities, both domestic and!/work on phases of function, atten- | “a "still the war, must turn increasingly towa 
foreign, and fourth, ‘encourage | tion value and market coverage fac- | |lithography as a solution to ths 


Greater Efficiency 


your personnel 
enterprises.” 


to forward-looking 


tors. 


“Point-of-purchase advertising,” | 


GREATEST PLAYGROUND IN THE WORLD 


14 Million” Americans 


advertising, merchandising and p) 
motion problems,” he declared. **' 


Institute Helpful the speaker declared, “has never | Say so / of the RCA Victor organizat 
(Continued from Page 1) —_—— oe received the consideration which its | ( have felt that way for some ti 
Coordinated, sustained plans to| merit warrants. There are many Ten years ago lithography rep 
propaganda and government adver- . ; : : ra b 4 
tisis may help to offset losses in | Prove the lot of point-of-pur- | contributing reasons for this situa- sented only 25 per cent of . 
sing ay ne ) Ose sses . , : , : - . 
rly A ae o ine te limited chase advertising were outlined | tion, but I believe the primary and expenditures for this type of ma’ - 
: re 4 a reruls gZ ) a “ . : : wih antes ta : > « 
- ees 9 before the delegates Tuesday, at underlying one is that advertisers rial. Today it accounts for som - 
"Fhe "alta sation head and Uni the first general meeting, in a re- | have never been told the story of | | thing like 60 per cent of the doll 
» assock a é Jni- ~ hs ‘ the d t 
t f sen outnintn edimnubie port by Edward T. Sajous, execu- | point-of-purchase advertising prop- no russrants steer spent. 
versity oO ennsylvania educator ¢ : ~ ; 
< ; tive secretary of the Point of Pur-jerly. I believe that they have not Defense and industry regulat 
recommended four suggestions to oe ce ; Agee Sy 
chase Advertising Institute, Inc.,| been impressed with the real facts | were discussed by another conv: »\- 


advertisers, in 
trends. 


view of present 
First, he said, obsolescence is 


New York. While the Institute has 


regarding this practical, effective 


| tion speaker, John H. Doesbi 


eae wa = pgp been in actual operation for only a | medium.” | general counsel of R. R. Donne 
Pena perl prec oy neg comparatively short time, he said, Mr. Sajous said he did not con- | itis WO, Vat \& Sons Co., Chicago, who pointe: . 
tinue to advertise ‘judiciously ae it has already become a clearing sider the task of developing point- the increasing scarcity of labor d 
insurance against loss of customers house and source of information of-purchase advertising a hopeless ee ee a a mounting wages and warned ¢ it 
who might forget you during a for advertisers and others interested undertaking, and that advertisers p< dies elle gt } ; many regulatory — measures ‘ 

“ . gor eee » in merchandising. It has built up,| when properly informed will not | $ roteg copy, appearing in being introduced in Congress . 
period in which you are oversold. selected U. S. newspapers, quickly points 


“Second,” he added, “advertise your 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
Allin 


BRAD-VERN’S REPORTS 


135-21}Union Tnpk., Flushing, N.Y. 


through personal contact and cor- 
respondence, a group of advertisers 
and large users of retail store dis- 
play material and plans call for 
enlarging and extending its service 
of providing factual information on 
various phases of retail outlet mer- 
chandising. The activity will be 
supervised by Lincoln Jones, who 
was appointed director of research 
for the Institute in April. 


“arbitrarily neglect and fail to give | 
consideration to such a force.” 


It’s Tailor-Made 


“Only by concerted, coordinated, 
consistent, sustained planning and 
activity, can the job be successfully 
accomplished, and that is precisely 
the job of the Point of Purchase 
Advertising Institute.” 

That lithography offers a product 


out that, war or not, more than 14 mil- 
lion American citizens visited Canada 
last year. The Canadian Government 


| Travel Bureau invites others to cross the 


"friendliest boundary in all the world’ 
and to spend dollars which will be used 
to pay for immense war supplies pur- 


chased in the U. S. 


| legislation,’ 


|almost tailor-made to 


today’s con- 
ditions was the claim advanced by 


STRATEGY in the Mediterranean 


the name of national defense.” ll 
of these require additional reve: ux 
’ he said, “which wil! be 
pyramided upon the taxes of he 
national defense activities.” 


OAAA Plans 
Student Training 
at Notre Dame 


Boston, May 28.—Herbert E. } isk, 
general manager, Outdoor Adve) tis- 
ing Association of America, re- 
vealed at the outdoor conference 


|held here yesterday in conjunction 
|with the AFA that arrangements 
|have been completed for the estab- 
'lishment of a chair of outdoor ad- 
vertising in the School of Com- 
merce at Notre Dame University, so 
|that the industry will be able to 
| develop a constant source of trained 
| personnel. 

Under the arrangement, students 
jin the School of Commerce ill 
|study all the ramifications of the 
|business with the exception of the 
| technical details of plant operation, 
jand each year OAA will have the 
privilege of selecting 15 or 20 out- 


~~ 7F9o F< ££ | See 


lstanding students in their junior Th 
|year for intensive training during Ny 
| their senior year, so that they will 


| be able to step into positions in the 
‘field immediately upon graduati 


The outdoor departmental, pre- 

|sided over by Edward C. Donnelly, 

Jr., president of OAA, and presi- 

As this is written, Mare Nostrum is “center stage” in the war drama. If Britain is dent of John Donnelly & Sons, 
. Ty ‘ , Boston, provided the most show- 

to keep her Mediterranean lifeline intact, she must use all possible strategy to manlike departmental of the day 
fiset tt 7" rae . - , Millions of women regularly ar age he “i dicoene of Cal 
offset the numerical superiority of the enemy in men and equipment. shop the self-service way. They Mark Seelin, art director of Ou 


In brand promotion 


you need strategy, 


too! Your aim is to win markets, capture 


gvide “gocarts” along neatly 


arranged, easily reached rows 


and McClel- 
artist, ex- 


door Advertising, Inc., 
land Barclay, famous 


j j . of products. plained some of the functions and 
customers. You organize, plan, follow trends, analyze reports, study charts. Con- copy and art problems of the out- 
stantly, you revise sales maneuvers to locate vulnerable spots and score direct hits! door medium with the aid of living 

models, and Francis N. McGehee, 


In our vibrant world, carefully planned strategy means success or failure. Ten 
years ago a single penny per food dollar originated in self-service stores. Today 
every third food dollar is rung up there. Ten years ago manufacturers’ special 
displays were vital in merchandising food. 


It means adjusting advertising and display budgets to fit the existing pattern. 
It enables you to take money once used for displays and use it to reach the eyes 


Today most big chains and many 
independents operate without them. How does this wend affect your strategy? 


No cluttered aisles! No special 
displays! Your products are 
always in sight, within arm's 
reach. No distractions at point 
of sale. 


general sales manager of Outdoor 
Advertising, Inc., summarized re- 
cent changes in the medium and 
new techniques developed and ap- 
plied, with the aid of slides. 


Harshe Moves Offices 
William R. Harshe & Co., Chicagt 

public relations counsel, has move¢ 

to 540 N. Michigan avenue from 2 


N. Wacker drive. At 
of more housewife-shoppers before they make brand decisions inside self-service — So. 
stores. It means “more shots and more hits” by pre-selling consumer advertising ”" 


that strikes with greater impact at point of sale. 


To capture this market requires planning and research. Newspapers, spot radio 
and sectional magazines are your weapons. You can win the vital heart of this 
market with its valuable extra sales dividends. You can do it with strategy. 


All siaieen are grouped com- 


FIRST 


PLACE 


of all U. S. food 


important, growing. 


4 53 Pood lidrewtistw 


Self-service stores account tor one third 


sales. The market is 


In 1940 The Family Circle was first among 
all general magazines in number of 


different food products advertised. 


Family Coal Mapageh 


petitively in regular sections. 
Pre-selling consumer advertis- 
ing is the determining influence 
in brand preferences. 


No suggestions by store per- 
sonnel! No urges to switch or 
substitute! 
shoppers get complete "'selec- 
tion without suggestion.” 


These housewife- 


Lay after day this endless car- 


Ms Vawe: \ 
08 invgoaaarion 


JOHN BLAIR & COMPANY 


National Representativ: 
of Radio Stations 


CHICAGO—520 N. Michigan Ave.—Sup 


k " h NEW YORK—341 Madison—Murray Rob, 

a ee ws Pie te me DETROIT—New Center Building—Mad al cont 

" cash register. Selections are ST. LOUIS—45$ Paul Brown Bidg.—Chest: ¢ 41 lie 
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ADVERTISING AGE 35 


AFA DELEGATES PAUSE FOR CAMERA 


Clock-wise around table, at this convention repast in Boston, are: Miss M. Gallo- 
way Crowell-Collier Publishing Company, Boston; E. P. Seymour, Eastern Manager, 
Woman's Home Companion, New York; T. L. Brantly, advertising director, 
Crowell-Collier; E. R. Richer, advertising director, Hart Schaffner & Marx, Chi- 
cago; N. C. Green, Chicago manager, Crowell-Collier; R. Yocum, Crowell-Collier, 
New York; Harry Caswell, general manager, W. F. Young, Inc., Springfield, Mass.; 
J. D. Hooley, Boston manager, Crowell-Collier; and E. J. Patterson, Crowell- 
Collier, Boston. 


MUST HAVE BEEN PRETTY FUNNY 


The three smiles are owned, respectively, by Ruth A. Fischel, University Frocks, 
New York; Elsie Stark, Best Foods; and Helen Slator, wholesale food distribution 
nmittee of the defense organization, Washington, all at Boston. 


LOWDOWN ON PALM BEACH SUITS 


At the newspaper advertising conference in Boston, with Elmer Ward, president, 

Soodall Company, the speaker. Arthur T. Brush, president, New England News- 

paper Advertising Executives Association, and H. M. Healy, Holyoke Telegram, 
listen intently. 


HOUSE MAGAZINE CONFEREES AT BOSTON 
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Robe + Newcomb, New York, Champion Paper Company (left), presiding at 
as ‘onfevence, explains “A House Magazine Goes to Press” to Harry Ellsworth, 
*dve' ising manager, Pennsylvania Salt Company, Philadelphia; Clifton Follansbee, 
*dite: "John Hancock Signature,” Boston; and Edward C. Badeau, editor, 
"Inco," International Nickel Company, New York. 


~ PHOTOGRAPHIC REVIEW OF THE WEEK 


HEAP SMART GUY DETROIT ADCRAFTERS IN THEATRICAL ARENA 
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Scene from the skit, ““Chinaman's Chance,” one of the highlights of the seventh 
Detroit Adcraft Frolics, put on by the amateur Barrymores at the Player's Play- 
house May 15. The “lady” is William J. Denman, Jr., Arnold-Powers, Inc. Larry 
Martinez, of Raneier Studios, is having his pants pressed by “laundryman,” 
Joseph M. Jones, sales manager, Neon & Electric Sign Division, Walker & Co. 


Chief Tquajia Noji Groda finds it not 

too difficult to pose with Helen Mueller 

of Bloomfield, N. J., at Boston. She's 

the Bond Bread girl seen on 24-sheet 
posters. 


NICE INSPIRATION 


Not all the fun was behind the footlights, as witness this scene in the foyer of 
the Playhouse, where members of the audience fortified themselves. 


9, . 
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McClelland Barclay presents the model 
for the naval aviation poster, at the AFA 
meet. 


CAPPER PARTY 


Above, stagehands and actors in- 
clude Allan B. Hendry, promotion 
manager, Walker & Co.; Gordon 
Eldredge, account executive, 
D. P. Brother & Co.; Paul Averill, 
sales manager, Birmingham Eccen- 
tric, and Corwin Briscoe, Detroit- 
Tullar Envelope Company. More 
than 400 boisterous Adcrafters 
and their friends crowded the 
auditorium and applauded both 
the amateur and _ professional 
talent mustered for the big show. 
Male actors, portraying female 
characters in the various skits, 


Philip Zach, vice-president and adver- even shaved their legs. 


tising director, Capper Publications, is 
flanked by Harold F. Backer, past presi- 
dent, Boston Ad Club, and George W. 
B. Hartwell, Alley & Richards, at the At right, tending the scenery 
Boston convention. ropes, are Murray Saunders, Rod- 
ney E. Boone Organization, and 


GLAD TO ATTEND Mr. Eldredge. 


PUBLIC UTILITIES AD GROUP 


A couple of local Patricias—the Misses Members of this Public Utilities Advertising Association contingent include (left 
Doheny and Putnam — drum up some to right) H. C. Carens, Boston Edison Company; Thomas H. Spain, Public Service 
business for the magazine luncheon at Transportation Advertising; Newark, N. J.; Harold J. Rowe, president, Public 
Boston. H. B. Humphrey, dean of Boston Utilities Advertising Association, Cedar Rapids, la.; Charles J. Allen, Connecticut 
advertising men, thinks he will accept. Light & Power Company; and James V. MacDonald, Boston Edison, Company. 
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THE CHRISTIAN SCIENCE 


N. TUESDAY 


Urey British Navy Bigges 


MONITOR __ 


_—— 


aikan Drive: 


«<> 


School and Camp Advertisers 


Obviously a newspaper that 
gets results for 420 school and 
camp advertisers must reach the 
kind of readers ALL advertisers 
desire to reach. The Christian 
Science Monitor does just that! 

It carries advertising of pri- 
vate schools and camps from 
coast to coast. These include 
boarding schools asking from 
$500 to $1600 a year, and sum- 
mer camps getting $150 to $400 
a season. The advertisers whose 
names are shown here know 


THE CHRISTIAN SCIENCE MONITOR 


from experience that: Monitor 
advertising brings enrollments 
from the most desirable type of 
prospect. 

The Christian Science Monitor 
is an important factor in the 
every-day purchases made by 
good-income families in hun- 
dreds of cities throughout the 
country. That’s why more than 
20,000 retailers advertise in it 
... Why you, too, should explore 
its possibilities as a business 
builder for your product or service. 


DAILY NEWSPAPER FOR ALL THE FAMILY 


Published by The Christian Science Publishing Society 
One, Norway Street, Boston, Massachusetts 


NEW YORK OFFICE: 500 Fifth Avenue 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle 
London, Paris, Geneva, Sydney 
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